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“next to KONO-tv... 


° this is the best way 


e to sell White horses’ 















San Antonio's Channel 12 


KONO-TV (ABC) dominates with 47.2 Share of Audience 6 pm—Midnight Sun. thru Sat. 
... compared to 27.2 and 25.8 for others, according to Aug. 1960 ARB 
Represented by the Katz Agency 
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Pleasure 
before 


business! 





Delighting viewers is Phil Silvers’ business. 
Result: big business for his sponsors. 
Coca-Cola, Ronzoni, Dial Soap, Brylcreem, 


Studebaker-Packard, American Stores are 


some of the important advertisers who have 


found that Phil Silvers, as Sergeant Bilko, 


always leaves audiences laughing fit to buy. 


And what audiences! Just look at a few of 


these typical season-long average ratings: 


Cleveland, 20.2 Tucson, 20.0 

Erie, 44.6 Burlington, 36.1 
South Bend, 29.9 Lexington, 24.0 
New York, 16.2 Philadelphia, 17.7 
Boise, 41.5 Louisville, 21.8 
San Diego, 18.2 Montgomery, 25.8 
Evansville, 18.5 Cincinnati, 17.4 


Order your 138 half-hours. You'll find it’s a 


pleasure to do business with Phil Silvers! 


CBS Films 


“...the best film programs for all stations” 


New York, Chicago, Los Angeles, Detroit, Boston, St. Louis, 
San Francisco, Dallas, Atlanta. Canada: S.W. Caldwell Ltd. 
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Year after year television’s biggest user sets neu 
sales records for its many products 


SCIENCE OF SELLING 


Distinctive P&G advertising and marketing formulas 
reached by experience and research 


HK 


44 UNIVERSAL MEDIUM 


Television’s sight and sound, big audience, fit P&C 
need to reach everybody, every day 
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Nine advertising firms carry out P&G policies for 
its diverse, often competing products 
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P&C sales pass the $1.4-billion mark as expansion 
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KRON/TV Chdnnel @# San Francisco i 


' 


NBC Affiliate - Represented by Peters, Griffin, Woodward, Inc. 
ra 
* Procter & Gamble, as well as Miles Lab., P. Lorillard, +. 
Standard Brands, Nestle Company and other major advertisers. 


Check your San Francisco BAR Reports or ask either KRON/TV 
or your P-G-W Colonel for the complete story! 
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an 
audience 
that is 
greater 
than the 
combined 
audience* 
of all 
other 
stations 
in 
this 
MULTI-CITY 


TV MARKET 


“ARB AND NIELSEN 


STEINMAN STATION 
Clair McCollough, Pres 


) WGAL-TV 
Channel & 


Lancaster, Pa. 
NBC and CBS 












Representative: MEEKER 
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Letter from the Publisher 


Happy Marriage 

Procter & Gamble Co. is television’s best customer. Television is 
Procter & Gamble’s best friend. Together, medium and client have 
grown at an unparalleled rate over the past decade, as the profile 
and accompanying articles in this issue clearly demonstrate. 

P&G’s total television investment to date (estimated at close to 
$500 million) is the best endorsement any client has made of an 
advertising medium. But the investment takes on still’ more mean- 
ing when it is understood that it was made by one of the craftiest, 
most media-conscious concerns in the world. Television received 
better than 90 per cent of P&G’s total advertising budget in 1959 
because it worked—hbecause it was efficient and economical. Tele- 
vision, both network and spot, will receive an anticipated $100 
million in 1960—hbecause it is efficient and economical. Our editors 
estimate that P&G will make an additional billion-dollar investment 
in the medium in the decade of the "60s—provided tv remains 
efficient and economical. 

As long as television is both of these things and as long as P&G 
media people and their agencies remain the intelligent and tough- 
minded specialists they are, the next 10 years ought to be mutually 
rewarding ones. Since P&G is expected to double its net sales volume 
by 1970 (see lead story), the years might be lucrative beyond all 
expectation, for both parties. 

Secret is Advertising 

There are many reasons, mentioned numerous times throughout 
this issue, for the giant advertiser’s success. But to an outsider 
there seems one overriding factor which accounts for P&G’s fan- 
tastic earnings and sales records, and that is its historic and deep- 
rooted appreciation of the power of advertising. P&G considers 
advertising efficient and productive when it’s used in conjunction 
with well-organized sales efforts and, more importantly, in support 
of quality products. 

This basic advertising philosophy of P&G is currently being 
challenged by the Federal Trade Commission, which, in a _be- 
wildering initial decision, said that the company was too competent 
a marketer and advertiser to move into the liquid-bleach field 
through its acquisition of Clorox Chemical Co. In one of the para- 
graphs in the FTC’s initial decision there occurs this hilarious line 
to justify the action: “Respondent's ability to concentrate on one 
of its products, or on one selected section of the country, the full 
impact of its advertising, promotional, and merchandising experi- 
ence and ability.” In other words, P&G’s ability to use its ability 
is under question. 

P&G president Howard J. Morgens, in an address to the National 
Industrial Conference Board, reaffirmed his company’s basic ad- 
vertising approach. It stimulates competition, Mr. Morgens said. 

“The very essence of advertising is that it is an instrument of 
competition. If one believes in competition . . . it is hard not to 
believe in advertising. To our mind, it is completely irrational and 
certainly contradictory to be for competition and against adver- 
tising.” 
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2 MetroMarkets Within 1 City Grade overage 


KSWO-TV 


ONLY TV STATION WITH CITY GRADE COVERAGE IN BOTH CITIES 


Wichita Falls, Texas 141,100 Population 


Lawton, Oklahoma 89,320 Population 
(The 3rd Metro Market in Oklahoma) 


CHANNEL 7 — MAXIMUM POWER — 316,000 WATTS 


Tower Height 1,051 Feet Above Average Terrain 
Almost 200,000 TV Homes Watch ABC 


on 
KSWO-TV 
(KSWO-TV B area completely free of ABC duplication) 
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‘KSWO-TV 


CITY GRADE COVERAGE IN 2 METRO MARKETS 
Wichita Falls, Texas Lawton, Oklahoma 
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More than 112 billion dollars worth of purchasing power! That’s how much was missed last year, 
in the top 15 markets alone, by advertisers with their heads in the clouds, still overlooking the 
rush of people and their spending power to suburban and “extra-urban” areas. (Since 1950, effec- 
tive buying income in these markets has soared 94% in the suburbs, only 39% in the cities.) 

Today’s market is spread out. And to reach all of it—all at once—you need spot television. 
You select the markets you need. Then spot television blankets the entire area with unique 
sight, sound and motion salesmanship no other medium can begin to match. 

No need for you to miss out. Our new “Telemarketing” study will provide you with a down- 
to-earth view of where the spending power is today... plus the first authoritative estimate (by 
Market Statistics, Inc.) of where it will be in 1965. For your copy, call PLaza 1-2345 or write to 
485 Madison Avenue, New York 22, main office of CBS TELEVISION SP@©T SALES 








Representing television stations WCBS-TV New York, WBBM-TV Chicago, KMOX-TV St. Louis, KNXT Los Angeles, WCAU-TV Philadelphia, WTOP-TV 
Washington, WJXT Jacksonville, WBTW Florence, WBTV Charlotte, KSL-TV Salt Lake City, KOIN-TV Portland, and the CBS Television Pacific Network 


“Does he 

know 

what he’s 
missing?” 



































THE EMC? FORMULA WORKS FOR YOU! 


E—Energy—Full power, 316 kw. from a 1350 ft. tower. 

M=Mass audience from 3 Metro areas—Monroe, La., Greenville, 
Miss., and El Dorado, Ark. 

C*—Complete coverage for your advertising dollar. 
*Ark-La-Miss—New Word? On the contrary, it's a familiar word to 
157,000 T. V. homes (Television Magazine) of the 3 State area [Ar- 
kansas, Louisiana, & Mississippi) served by K T V E, Channel 10, Mon- 
roe, La.-El Dorado, Ark. 


See your nearest Bolling Representative today! 





JOHN B. SOELL—VICE PRESIDENT-GENERAL MANAGER 
MONROE, LOUISIANA @ EL DORADO, ARKANSAS 
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WTOK-TV's thirty-six county coverage in Mississippi 
and Alabama offers advertisers one of the nation’s 
most efficient media buys. Want specifics? In a 
recent spot campaign for a major national advertiser, 
the WTOK-TV C.P.M. was 60% less than the average 
of the twelve stations in the nearest larger markets. 
This efficiency factor is not against small audiences 
either. In many time periods, WTOK’s delivered 
audience is comparable with—or greater than — 
some of the larger city stations. 

Before completing your next market list, take a close 


look at WTOK-TV. 

















* 137,900 Television Homes 
* $515,910,000 Retail Sales 
* $740,735,000 Effective Buying Income 








MAXIMUM POWER 316,000 WATTS 


MISSISSIPPI'S FIRST 
VHF TELEVISION STATION 
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IN PITTSBURGH 


Take TAE 


and See... 
how top TV pro’s 


help good selling 
messages sell better 


BEHIND THE CAMERAS 


WTAE department heads average 
fifteen years of experience in broad- 
casting. Engineering and directorial 
personnel average eight years in TV. 
These professionals provide the deft, 
sure performance and bright pro- 
gramming that is a WTAE trademark. 


BEFORE THE CAMERAS 

The tri-state’s best known performers 
give extra personal sell to every mes- 
sage they deliver. Among them are 
the first news and sports broadcasting 
team ever seen on Pittsburgh TV and 
the first women’s affairs director. In 
total, there are eleven on-the-air per- 
formers who average more than nine 
years TV experience. Take TAE and 
see how they sell for you. 


BASIC ABC IN PITTSBURGH 


W JAE 


BIG TELEVISION IN PITTSBURGH 


CHANNEL 
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More Paper-Doll Commercials 


Like the Lion Oil tv commercials 
created by French Advertising—and 
described in your story “Paper-Doll 
Commercials”—we at Merrill Kre- 
mer also took to the shears to solve a 
problem. Our client, Mid-South Pack- 
ers, Inc., makes a “Southern Belle 
Sausage” that costs a little more than 
others but is worth far more than the 
difference because it tastes so good, 
and shrinks so much less in frying. 
Sixteen per cent less, in fact. 

Our problem was how to present 
this less-shrinkable feature (verified 
by an independent testing labora- 
tory) on tv. If you’ve had any expe- 
rience with frying sausage, you know 
that nothing tastes better—or looks 
worse on television. A_well-cooked 
sausage simply doesn’t look very ap- 
pealing on tv. 

Our ultimate solution was to usc 
paper cut-outs. First a highly stylized 
cut-out of a frying pan. Then pop-ons 
of cut-out (and stylized) paper sau- 
sages, showing via stop-camera how 
“other” sausages shrink . . . and 
shrink . . . and shrink. Then a pop-on 
of the Southern Belle sausage, and a 
three-step expansion of size up to 16 
per cent greater than the competitive 
brand. All done with paper—effec- 
tive, inexpensive, dramatic, convinc- 
ing. Fun, too. 

Rosert M. Cooper 
Executive Vice President 
Merrill Kremer, Inc., Memphis 


Good Taste Is Fine, Mr. Kelley 


Quite a commentary on the times 
is that article “Question of Taste” 
by Gaines Kelley, which appeared in 
the September 5th issue of TELEVI- 
SION AGE... Isn't it really drivel to 
ask deodorant advertisers to avoid a 
graphic word like “odor” to seek a 
clinical (i.e., prissy) word like “per- 
spiration”? Helping people to fight 
body odor has been a prime contri- 
bution by advertisers for generations 


—and I defy Mr. Kelley or his com- 
mittee to prove that it would have 
been “nicer” to call it “perspiration 
fragrance.” 

Similarly, Mr. Kelley’s sub-com- 
mittee on personal-product advertis- 
ing enjoins depilatory advertisers 
from showing actual hair removal 
from legs or face. What rot! It is 
perfectly all right for a television 
commercial to show a man shaving 
off whiskers with a razor or an elec- 
tric shaver—but my, my, you mustn't 
remove hair with a depilatory. It will 
offend the sancrosanctity of our liv- 
ing rooms. . . . : 

Mr. Kelley writes with a most at- 
tractive style and show a delightful 
sense of humor, but why does it de- 
sert him when he monitors tv com- 
mercials? .. . 

JuLes B. Sincer 
Varketing Consultant 
New York City 


Brownsville-Harlingen Area 


I appreciate your breakdown of 
television areas versus metropolitan 
areas showing the 10-year growth and 
coverage in your September 19 issue. 
I am fearful that the statistics for the 
Brownsville-Harlingen tv area fall far 
short if American Research Bureau 
estimates for tv home potentials are 
used, For example, Cameron County 
does have the proper total statistic of 
149,901 people in 1960 and is the 
metropolitan area. On the other hand, 
Hildalgo County, which is immedi- 
ately adjacent, has about 170,000 peo- 
ple, while Starr County and Willacy 
County, both considered to be in the 
Rio Grande Valley marketing area, 
each have a population of approxi- 
mately 20,000, according to the 1960 
estimates. This would give a total tv 
area of approximately 380,000 peo- 
re 

JoreL YOWELL 
General Sales Manager 
KGBT-TV Harlingen 


KTVH Wichita-Hutchinson 


The September 19th issue of TEL- 
EVISION AGE featured an article con- 
cerning “Expanding Tv Coverage.” 
Basically, the article was extremely 
well done. I point out a major 


error in the omission of KTVH from 













IN PITTSBURGH 


Take TAE 


ROL6 Me lo\> 
TAE-Time is ABC-Time! 
Let Pittsburgh's hottest 
adjacencies carry the 
ball for you this season. 





BIG TELEVISION IN PITTSBURGH 





CHANNEL 


REPRESENTED BY 
THE KATZ AGENCY 








Thanks 


ROCTER 


for selecting 


KOMO-TV 


CHANNEL 


AS YOUR NUMBER | 
BUY IN THE 
SEATTLE-WESTERN 
WASHINGTON 
MARKET, WHERE 
KOMO-TV DELIVERS 
THE LARGEST 
SHARE OF AUDIENCE 
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the stations noted as providing pri- | 
KTVH, | 
a basic CBS station, does provide | 


mary signal to Wichita. .. . 


principal city coverage to the city of 
Wichita. This has been borne out by 
factual surveys made by reputable 
engineering consultants, by all of the 
survey systems (ARB, Nielsen, etc.) 


and by action of the FCC in which | 
they recently granted KTVH a waiver | 


to allow it to identify itself with both 


Wichita and Hutchinson. The market | 
has long been referred to as the | 


Wichita-Hutchinson market. KTVH, 
beins the first station in the entire 
state of Kansas, has always occupied 
a position of strength in Wichita, in 
Hutchinson and in all of central 
Kansas. .. . 
M. Dae LarsEN 
General Manager KTVH 


Color Schedule 

. . . Your network program chart 
for October seriously shortchanged 
the NBC color schedule, which is the 
most extensive in color’s history—an 
average of well over 30 hours a week. 

The full NBC regular color schedule 
follows: 

Daytime: Mon.-Fri.: Continental 
Classroom, 6-7 a.m.; Play Your 
Hunch 10:30-11 a.m.; The Price Is 
Right, 11-11:30 a.m.; It Could Be 
You, 12:30-1 p.m. and The Jan 
Murray Show 2-2:30 p.m.; Saturday: 
Shari Lewis 10-10:30 a.m., and King 
Leonardo 10:30-11 a.m 

Evening: Monday: The Jack Paar 
Show, 11:15 p.m.-1 a.m.; Tuesday: 
Paar, 11:15 p.m.-1 a.m.; Wednesday: 
The Price Is Right, 8:30-9 p.m.; 
Perry Como, 9-10 p.m.; Paar, 11:15 
p-m.-l a.m.; Thursday: Tennessee 
Ernie Ford, 9:30-10 p.m., Paar, 11:15 
p-m.-l a.m.; Friday: The Bell Tele- 
phone Hour 9-10 p.m., alternate 
weeks; Saturday: Bonanza 7:30-8:30 
p-m.; Sunday: Meet the Press, 6-6:30 
p-m.; The Shirley Temple Show 7-8 
p-m.; The Chevy Show, 9-10 p.m. 

In addition to the regular schedule, 
NBC will be carrying many specials 
and sporting events in color through- 
out the season. 

Nancy SALKIN 


Administrator Color Information 


National Broadcasting Co. | 
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ROM PTI 


ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICA TO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=1 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 


MICHAEL M. SILLERMAN. EXEC.VP oo a ® 
PROGRAMS FOR TELEVISION. INC pti 
1150 6TH AVE..N. ¥.36 YU6-3650 
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e 6 It’s time to re-assess the relative strengths. Make 
... OF A COMMUNITY PROB- sure you’ve got a winner in the important Twin Cities 
LEM FOR 1960—WITH A LEAD- market. Get your money down on WTCN-TV while 
ING COMPETITIVE STATION... the odds are still in your favor. 






















“GOPHERS” 
TIE IT UP! 








THIS IS THE WTCN-TV 
HAS BEEN NAMED CO-WINNER 
OF A TOP NATIONAL AWARD... 





e s 
... BY THE RADIO-TELEVISION 
NEWS DIRECTOR ASSOCIATION. 
WTCN-TV SHARES THE AWARD— 
FOR TELEVISION REPORTING 


WTCN-TV is rolling in “‘gopherland.’’ Powering 
ahead. Gaining in the national rankings. Perhaps 
ae nothing points this up so eloquently as the recent 





HONORS 


WTCN-TV 
MINNEAPOLIS, MINNESOTA 


RTNDA national award—shared equally by WTCN- 
TV with a local station that has been quite alone 
on its throne for years. 

POR REPORTENG GF COMRANEITY The odds are changing. Much of the smart money 
sR is going on the WT'CN-TV “gophers” to win. Why? 
New team, new strategy, new impact in the Twin 
n Cities market. 















TELEVISION STATION 


Your Katz man will be glad to book you. 


STATION MANAGER 


Sa— Wtcn-tv.... 


... THIS IS THE FIRST TIME 


: tie te eee ae ABC STATIONS FOR MINNEAPOLIS - ST. PAUL 
SHARED THE TOP AWARD. Represented Nationally by the KATZ Agency 
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Wwe 


when you 
think of 


Kansas City 
remember 





ourAP. 





... because KCMO-TV’s full power 
coverage delivers more than 

two million potential customers in 
this wealthy 200-mile-wide 
marketing area. 


— Kawws€u4MO 





—. K. HARTENBOWER, V.P. and Gen. Mgr. 
SID TREMBLE, TV Sta. Mgr. 
Represented Nationally by Katz Agency 


A Meredith Station Affiliated with ‘‘Better Homes 
and Gardens’’ and ‘‘Successful Farming’’ Magazines. 
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The Center of our A.P. 
4 the tallest self-supported 

tower in America... trans- 

mitting at full power. 
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WHAT’S AHEAD BEHIND THE SCENES Te { € on gS Cc € p a | 


All N. Y. Stations Making Profit 

All of New York’s seven television stations are now in 
the black, according to informed sources in the industry. 
WNTA-TV, spearheaded by its successful Play of the Week 
series and imaginative programming in other segments, 
has become a profit-making operation, as has each of the 
other non-network stations in the city. Network stations, 
of course, have long been immensely profitable. Last year, 
the FCC reports, total broadcast revenues of the New 
York stations came to $70 million, with expenses of $40 
million and income of $30 million. An even higher total 
is expected in 1960, despite the recent dip in the economy. 


Revere Ready 

Absent from tv for some time, Revere Copper & Brass. 
Inc., is preparing a spot drive on its Revere Ware to 
cover major New England markets. Filmed minutes will 
start late in November in a pre-Christmas campaign. 
Alicia Frost is the buying contact at Adams & Keye., 


Inc., New York. 


National League Eyes Another Tv Million 

Assuming all goes well and baseball’s National League 
expands from eight to 10 teams by 1962, television will 
give that organization a $1.2-million boost. This figure, 
based on rights to full tv coverage of the schedules of 
both newly franchised cities—New York and Houston— 
was estimated by TELEVISION AGE from money paid for 
rights in comparable cities in 1960. In the past season tv 
rights for limited coverage of six National League teams 
amounted to $2,450,000. Two teams—the Milwaukee 
Braves and the San Francisco Giants—did not have 
regular tv coverage. 


Gillette Sales Soar 

The Gillette Co., which has been spending more than 
80 per cent of its advertising budget in television, reports 
new sales peaks for the nine months ended Sept. 30- 
$171.4 million. This compares to $157 million for the 
same period in 1959 and $145.9 for the first nine months 
of 1958. Consolidated net income for the first nine months 
of this year was $26.7 million, as compared to $22.5 
million for the like period in 1959 and $19.7 million for 
the first nine months of 1958. 


More Exposure Via Spot 

Joining the large number of manufacturers of women’s 
foundation garments who are successfully using tv, in 
spite of a withdrawal from the medium of a few com- 
panies in the field, Sarong, Inc., last week kicked off its 
initial schedules in a group of scattered top markets. 
Night minutes and some 20's are set for lengthy place- 
ments to promote Sarong’s “Stretch-Ever” bra, with both 


additional markets and a campaign on the company’s 


girdles planned for the future. Pete Dalton is the time- 
buyer; Donahue & Coe, Inc., New York, is the agency. 


Storer Cited by Survey 

Storer Broadcasting Co., quoted in the neighborhood 
of 29 on the New York Stock Exchange, has been recom- 
mended as a particularly interesting investment by the 
Value Line Survey, which says that Storer’s $1.80 divi- 
dend gives it a return of better than six per cent. Point- 
ing out Storer plans to enter the New York market with 
the acquisition of wins New York, Value Line predicts 
that the stock may increase in price some 30 per cent in 
the next three to five years. The possibility of an increase 
in the $1.80 dividend within the next 12 months is also 
mentioned. 


Here, There, Everywhere 

The word at press time on the future whereabouts of 
U. S. Time Corp.’s Timex watch account was that the 
search for a new agency had narrowed down to Compton 
Advertising, Inc., and Doyle Dane Bernbach. The former 
prepared an elaborate presentation for the account, in- 
cluding tv films, but DDB was known to have an “in” 
due to its work on Polaroid cameras (which reportedly 
have a manufacturing connection with Timex). The 
present agency, W. B. Doner & Co., is still in the running 
to retain the account, however. Incidentally, the pre- 
Christmas “spot campaign” reported elsewhere for Timex 
will not materialize due to a network buy on NBC-TV. 


Tv and the Election 

Spearheaded by the “great debates,” television cover- 
age of the Presidential election has set a new high, a fact 
which is believed directly responsible for the record 
number of registrations and the expected record voting 
turnout on Election Day. In its special election campaign 
report the New York Times sees steady gains by Senator 
Kennedy since his nomination at the Los Angeles conven- 
tion. Vice President Nixon’s popularity was at the peak 
at the time of his nomination in Chicago. Whether or not 
tv is responsible for this trend, it is true that the Demo- 
cratic Presidential and Vice Presidential candidates have 
appeared on tv in nearly $100,000 more network paid time 
and another $100,000 more network free time than have 
their Republican counterparts. 


Diet of Spots 

Having taken over in August from a west-coast agency 
that handled Tillie Lewis Tasti-Diet foods, Cohen & 
Aleshire, Inc., New York, is currently moving with spot 
campaigns in selected areas to promote the firm’s low- 
calorie salad dressing. Filmed minutes are running, with 
additional markets—including New York—to be added 
as distribution builds. Bob Turner is the timebuyer. 
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WALB-TV WJIHG-TV 


Albany, Georgia Panama City, Florida 


DOMINANT SALES POWER FOR 
Albany -Thomasville -Tallahassee - Panama City 
and 57 South Georgia and Florida Counties! 


7-4 Me = oe A delivers: 
@ 92.9% dominance of Albany metro audience 
(9 AM-Midnight, ARB March 1960) 


@ 60.5% dominance of Albany-Thomasville-Tallahassee metro audience 
(Monday thru Friday 6 AM-6 PM, Nielsen March 1960) 


@ 53% dominance of Albany-Thomasville-Tallahassee metro audience 
(Saturday thru Sunday 6 PM-Midnight, Nielsen March 1960) 


@ Albany is one of the 10 best business cities in the nation 
(Forbes, March 1960) 


@ Albany is Georgia's fastest growing city 


Pe LCR AME located in fast growing Panama City 


on the Florida Miracle Strip. 


Retail sales per household average $6533 — considerably 
above the top ranked metro area of the United States 


Ask today for availabilities and combination rate. (One rate card — local and national) 


WALB-TV WJIHG-TV 


Albany, Georgia Panama City, Florida 





Gray Television, Incorporated 
James H. Gray, President Raymond E. Carow, Director of Television Operations 


Represented Nationally by Venard, Rintoul & McConnell, Inc. 
In the South by James S. Ayers Co. 
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PROVIDES THE ONLY NBC PROGRAMMING 


BETWEEN ATLANTA AND THE GULF 
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Grade B Population: 928,534 TV Homes: 187,270 


(1960 Census) (ARB January 1960) 





The Gray Television Network is bigger than Chattanooga, Tenn.; 
Columbia, S$. C.; Augusta, Ga.; Peoria, III. 
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KRNT Radio is 
very big in Des Moines 





Big in total audience — see all surveys 

Big in total adult audience — see all surveys 

Big in service to the community — see Central Surveys 

Big in news — ten years of dominance — see all surveys 
Big in personalities — see Central Surveys 

Big in believability — see Central Surveys 

Big in local business 

Big in the lives of people in the community—see the people 


Big in sales impact — see Katz 


KRNT is 
Total Radio in Des Moines 





A COWLES OPERATION 
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Business barometer 


For the third month in a row, local television billings in August showed a decline 
from the previous 
month, but network 
business reversed 


direction, after 
dropping for four 


months, and made a 
strong recovery. 


The exclusive TELEVISION AGE 
Business Barometer 
survey indicates that 
local billings were 
off 4.7 per cent, as 
compared with July, 
while network totals 
were up 12.6 per cent 
for the same period. =" 








NETWORK BUSINESS 
{ month-to-month and year-to-year comparison 


Lux Sept Oct Nov Dec Jan Feb Mar Apr May Jur } ‘ 








L10 





100 


Solid li compares monthly network 


the year-to-year compari- Dottec line ndicates where network billings for each month st 
son, local billings in August were off .4 per cent, as compared with the 
same point a year earlier. Network totals were up 10.2 per cent, as 
compared with July 1959. 








It_is not unusual for local billings to be off in August. In fact, a check of local 
reports for the month for the past seven years shows only two times that 
there was an increase for this period, but the 4.7-per-cent drop reported 
this year was the greatest of the declines shown. 











So far this year local bill- LOCAL BUSINESS 
ings have increased { month-to-month and year-to-year comparison 
over the previous Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May June J 





month four times and 
dropped four; however, 
] the months ahead are 
usually good for local 
business. 





Network billings, on the other 
hand, with a 12.6-per- 
cent increase in , 
August, have shown an 
unprecedented strength 

7 for the month. In the 

seven-year period for 

which there are month- 

ly records, network 

has shown an increase 

each August, but the 

highest one previously 

reported was 6.1 per ‘ ae 

cent in 1956. This Do ne indicates wh l billings f 7 

may be significant in that 1956, like 1960, was an election year. 
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: If network billings follow their usual trend, further increases may be expected 
September, October and November, with a 50-50 chance of an increase in 
December. 
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PEOPLE IN LAS VEGAS HAVE MORE MONEY TO SPEND ............ 


68% ABOVE NATIONAL AVERAGE 
CONSUMER SPENDABLE INCOME |! 


National Average — $1816 per capita 
LAS VEGAS Average — $3040 per capita | 
PEOPLE IN LAS VEGAS SPEND MORE MONEY .................-. 


121% ABOVE NATIONAL AVERAGE 
TOTAL RETAIL SALES ! 


National average — $1203 per capita 
LAS VEGAS average — $2760 per capita ! 


BUY ALL3 ...LV/TV.. . Las Vegas Television outperforms all other media 
in Las Vegas, because people in Las Vegas watch more television !..............7.62 
hours per. family daily versus national average of 6.20 ! 

(Figures computed for year ending January 1, 1960, by an independent firm) 


LAS VEGAS TELEVISION GROUP 


CHANNEL 13 CHANNEL 2 CHANNEL 8 


Forjoe-TV, Inc. Headley-Reed Co. Weed TV Corp. 
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NBC Spot Sales Timebuyer Opinion Poll shows wide 


variety of sentiment on whether ‘extras’ are worthwhile 


On Merchandising 


Is merchandising a form of rate- 
cutting? Should the “extra effort” 
by a tv station in its market be elimi- 
nated ? 

It is, and it should—to answer the 
respective questions—in the minds of 
several media people responding to 
the seventh NBC Spot Sales Time- 
buyer Opinion Poll. While in the 
minority, the opinions of the respond- 
ents are perhaps forceful enough to 
cause some stations to review their 
merchandising situation. 

Francis Dillon, for example, in 
voicing a personal opinion from his 
observations as tv-radio director at 
Smith, Mickleberry, Inc., 
Miami, stated, “Merchandising in 
most cases is a form of rate-cutting. 


Hume, 


The advertiser who hollers the loud- 
est gets it. A good radio or tv station 
should be able to sell one thing (cov- 
erage) for one price. . . . Merchan- 
dising is eyewash, pure and simple.” 

A similar statement was made by 
David McDonald, account executive 


at EWR&R, San Francisco: “Mer- 


chandising services should be offered 





DONALD LEONARD 
. merchandising necessary . . . 


on a flat-fee basis and not as a bonus 
on a purchase of advertising time or 
space. Stations are getting themselves 
deeper and deeper into the merchan- 
dising picture, and are using it as a 
competitive sales tool. They will soon 
economically reach a point of no 
return.” 

Others concurred among the sam- 





JOYCE PETERS 
. @ concise report . 


ple of respondents from agencies 
both under and over the $1-million 
mark in billings, but the majority of 
buyers look upon merchandising 
more favorably. The most favorable 
attitudes were those of the under-$1- 
million personnel, with 75 per cent 
of the respondents from the smaller 
firms noting they generally consid- 
ered merchandising services offered 
by stations when placing schedules. 
About 63 per cent, or six out of 10 
buyers, from large agencies reported 
a similar interest in the plus values 
of merchandising. 

When it comes to actually setting a 
buy on the basis of merchandising 
first and audience second, however, 
only 19 per cent of the respondents 
admitted making such video pur- 


rawr trees NMeawstfront 


How valuable is station merchandising to the advertiser? 









RICHARD H. CLOSE 
. . . dilemma for both . . . 


chases. Radio fared better, with 38 
per cent of the buyers claiming mer- 
chandising in that medium had in- 
fluenced their decisions. 

The better showing of radio is 
probably due to the fact that it offers 
more in the way of merchandising as- 
sistance than does tv—a fact at- 
tributed to the large number of radio 
stations in each market that compete 
for the advertising dollar. Some 30 
per cent of the panel members felt 
that the services offered by tv as a 
whole are increasing, while 46 per 
cent felt the medium was holding its 
own, and only 16 per cent thought 
tv merchandising is decreasing. 

Paul Gumbinner, vice president 
and ty-radio director at L. C. Gum- 
binner, New York, holds that the 
quality of merchandising is improv- 
ing because “stations are recognizing 
the fact that recipients of merchan- 
dising are bombarded with a lot of 
it and are impressed only by the out- 
standing material.” 

A major problem continues to be 
that of publicizing the individual sta- 
tion’s merchandising efforts, accord- 
ing to better than half the respond- 
ents. Only 46 per cent thought ty 
stations did an adequate job of re- 
porting their activities to the agency. 
The importance of such reports was 
underscored when more than 90 per 
cent of the panel members noted the 
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Interview: Ceay ee 


Wade Advertising Media Associate tells why he 
selects the WLW TV Stations and WLW Radio for Alka Seltzer. 











“The Crosley Broadcasting Cooperation 
— that’s what we call it. Because 
the 6 WLW Stations sure give 
complete cooperation to advertisers.” 


eee eee eee eee eee eee eee eee eee eee eee eee 2 
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“Station salesmen, talent, production, 
merchandising, promotion — 
everybody at the WLW Stations give 
speedy service to speedy Alka Seltzer.” 


“So, one good answer to your 
ad broadcast problems is 
just a WLW Station away.” 


POOH EEE EEE EHH EEE EEE HEED 


Call your WLW Stations Representative ... you'll be glad you did! 


WLW-D WLW-C 


WLW-T WLW-A 
Television Television 
Dayton Columbus 


Television Television 
Cincinnati Atlanta 





Crosley Broadcasting Corporation a division of Aveo 
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station data were turned over to 
clients and account executives. 

Mogul Williams & Saylor, Inc., 
timebuyer Joyce Peters said a concise 
report given to the agency after serv- 
ices have been performed “not only 
shows that some thought has been 
applied to the project, but also serves 
as definite proof to the client that 
the station is on the job.” 

Asked to rank the various kinds of 
promotional activity desired, the 
panelists voted first for in-store dis- 
plays, secondly for calls on the trade 
and then, in order of diminishing 
interest, for mailings, on-air tie-in 
in other media, 
posters, billboards, etc. Mailings, one 


spots, tie-in ads 
of the most common merchandising 
aids, generally were noted to be effec- 
tive only if distinctive. Broadcast 
media supervisor Janet Murphy at 
the Gumbinner agency registered a 
strong vote for “individually typed 
letters to key retailers, giving the 
exact schedule and requesting im- 
proved or expanded shelf space. The 
letter should also point out that the 
campaign will result in increased 
trafic and sales — meaning more 
money in the retailer’s pocket.” 

Who should bear the cost of ex- 
ceptional merchandising plans? Only 
10 per cent of the panel thought the 
advertiser should pay for the pro- 
gram at cost, but better than half 
thought the station would be justified 
in asking the client to share the ex- 
pense. Aubrey Williams, president of 
the New Orleans agency bearing his 






JANET MURPHY 
. . . for individual letters . . . 





DON HELLER 
. . . deplores smug attitude .. . 


name, advanced a novel idea that the 
stations may benefit more from mer- 
chandising than the advertiser. “Dis- 
plays,” he said, “get the station’s call 
letters in front of extra ~ thousands 
just as they get the client’s product 
there—and, while everybody sees the 
displays, not buys the 
product.” 

But the controversy over merchan- 
dising appears—from panelists’ in- 
dividual comments—to be shaping 
up over whether or not such activity 


everyone 


is a necessary and practical function 
of media at all. Nearly everyone be- 
lieves merchandising is a “plus” fac- 
tor in buying, but Arthur Pardoll, for 
example, associate media director at 
Foote, Cone & Belding, Inc., said, 
“Many stations are prone to stress 
merchandising services at the expense 
of media values 





making the station 


suspect and perhaps making the 
buyer feel the true values are lack- 
irig.” The media’s primary function, 
noted Mr. Pardoll, “is to provide a 
channel of communication for an 
advertiser at the most reasonable cost 
and under the most favorable con- 
ditions.” 

On the other side, broadcast buyer 
Don Heller at N. W. Ayer & Son, 
Inc., said, “Some stations adopt the 
smug attitude that they are selling 
advertising and being paid only to 
deliver audience. This makes as much 
sense as an advertising agency in- 
sisting it will only prepare an ac- 
count’s creative work and place the 


business.” 






Media director Dona!d Leonard at 
Fuller & Smith & Ross, Inc., pointed 
out that while he recognizes merchan- 
dising as another problem for the 
stations, it’s necessary to get it for 
the client’s benefit. “It enables the 
advertiser to stretch his dollars just 
that much further. The ideal situa- 
tion would be for a timebuyer to 
evaluate media on the basis of reach, 
quality and quantity of audience, im- 
pact, etc. Today’s media buyer, how- 
which 


is good—and ke must of necessity 


ever, is also a marketing man 


evaluate the extras of merchandising 
and promotional support as well.” 
Richard H. Close, vice president 
for NBC Spot Sales, looks at both 
sides of the coin in noting that mer- 
chandising “is a dilemma for both 
broadcaster and buyer—for the 
broadcaster because he is in com- 
petition for advertising dollars with 
other media, all of which use mer- 
chandising as one weapon to help 
create sales for advertisers. And mer- 
chandising, properly executed, can 
certainly help. The problem arises, I 
believe, in determining how much 
merchandising support a station can 
provide and still make a reasonable 
profit. On the other hand, the buyer 
is caught in a dilemma because he 
must equate merchandising support 
with advertising value—and_ these 
two factors change with each client.” 
Another media buyer put the mer- 
chandising picture more simply: “We 
subscribe to the theory that if you 
don’t ask for it, you don’t get it.” 





ARTHUR PARDOLL 
. media values first . . . 
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(Just a matter of Relativity) 

CHARLOTTE IS FIRST TV MARKET IN ENTIRE SOUTHEAST WITH 636,900 TV HOMES* 

WBTV DELIVERS 55.3% MORE TELEVISION HOMES THAN CHARLOTTE STATION ‘‘B’’** 
“Television Magazine—Sept. 1960 

*“*ARB 1960 Coverage Study— 
Average Daily Total Homes Delivered 
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JEFFERSON STANDARD BROADCASTING COMPANY 


CHANNEL 3 @) CHARLOTTE 
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Proficiency and growth 


Year after year 


biggest television user 


sets new sales records 


for its products 


Ww" success spoil Procter & Gamble? 
Will this incarnation of solid, midwest 


enterprise be tripped up by its own efficiency? 


Should competence be penalized? Should 
money be scorned? Can a company that is virtu- 
ous suddenly go wrong? 

These questions, couched in the language P&G 
loves best, have been raised by the Federal 
Trade Commission. In an initial decision which 
has been appealed to the full commission, an 
FTC examiner said in effect that the company 
was too skillful to move by acquisition of the 
Clorox Chemical Co. into the liquid-bleach field. 


This unwanted accolade seems to sum up all that 


is P&G: it is so good some people think it ought 
to be stopped. 

With net sales in fiscal 1960 at a record 
$1.441 billion and net earnings up 20 per cent 
over the previous year to $98.1 million, P&G 
can (but for policy reasons will not) attribute 
its success to television. Its investments in tv 
to date approach one-half billion dollars; for 
the year 1959 alone 90.3 per cent of its total 
advertising budget was in television; this year. 
judging from first-six-month figures, P&G will 
become the first advertiser in history to spend 
more than $100 million in the medium in a 12- 
month period. 

















James Gamble 


At this rate of spending, it can be 
anticipated that P&G will make at 
least an additional billion-dollar in- 
vestment in tv within the next decade 
if it only maintains its current earn- 
ings picture. But the 10-year billion- 
dollar television figure is conserva- 
tive since P&G is expected to continue 
its growth. According to Westheimer 
& Co. of Cincinnati, which put to- 
gether a special financial study on 
the giant advertiser, P&G’s annual 
net sales volume by 1970 will be $3 
billion—more than double what it is 
today. Earnings per share, said the 
financial concern, will be in the 
$5.50-$6 range in the early 60s. (In 
this past fiscal year earnings per 
share amounted to $4.73.) 

A brief description of the company: 
it is the world’s most formidable 
marketing organization, achieving as 
much as 98-per-cent penetration of 
U.S. homes for some of its brands 
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Procter 


Harley T. 





through its acknowledged ability in 
advertising and merchandising. With 
some 37 major products in distribu- 
tion (the chart on page 38 lists 51 
separate items which were advertised 
on television last year) and nine ad- 
vertising agencies to assist it, the 
company can be described as strictly 
1956, 
Fortune reported that its manufactur- 


a marketing operation. (In 


ing operations were small in relation 
to volume of business—less than nine 
cents of every dollar taken in was 
paid out in wages to production 
workers, as against 25 cents of each 
dollar that went for advertising, ad- 
ministration and selling costs.) 


Many Interests 
The company—the best adjectival 
ex pression would be household- 
cleansers, foods, toilet-goods, paper- 
products and oil-seed-crushing con- 
cern—does of course have substantial 





investments in plants. It has 48 manu- 
facturing units in the United States, 
23 in 10 overseas countries, and 
31,000 employes, of which 9,800 are 
abroad. 

And this huge complex, consistently 
rated by the American Institute of 
Management as among the best-man- 
aged in the country, is described by 
reasonable men as an “absolute 
democracy.” 

On the pages that follow, TELE- 
VISION AGE has attempted to compre- 
hend and present this complex which 
is so vital to television—its present- 
day thinking, its methods of operat- 
ing, its history. It must be pointed 
out that in a manner of speaking the 
unauthorized — P&G 


quickly cooled on the project when 


material is 
it realized how ambitious it was. 
Aside from supplying material which 
can be found anyhow in Who’s Who, 


Encyclopedia  Brittanica, 


company 









Early 


house organs and the annual reports, 
there was little cooperation. TELE- 
VISION AGE owes a debt of gratitude 
to a score of people: former P&G 
employes, agency media and pro- 
gramming people, currently on or 
once on P&G products, as well as 
network, station and _station-repre- 
sentative executives. 

What image does the Procter & 
Gamble Co. of Cincinnati evoke in 
one’s mind? A clean, well-lighted 
place? A gorgeous washroom? Noth- 
ing seems adequate or especially ac- 
curate. A more abstract terminology 
is required: it is wholesome, family- 
minded, scientific and, above all, 


efficient. (If its performance record 


isn’t impressive enough, consider that 
the AIM in 1957 felt obliged to break 
policy and disclose what corporation 
was in its opinion the best-managed: 
it was P&G, of course, with a score 
of 9,530 out of a possible 10,000 
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points. This compares to 9,010 points 
awarded to the Vatican for 1959.) 
The factors that have shaped the 
P&G success story are many. These 
include a top market position through 
the years; young and intelligent per- 
sonnel; unequaled “pure” and prac- 
tical research; efficient manufactur- 
ing facilities; a strong financial posi- 
tion, and last, but hardly least, an 
historic, deep-rooted and intelligent 
appreciation of the power of adver- 


tising. 
Says Howard J. Morgens, P&G 
president: “Regardless of the method, 





Basic research headquarters: 


the job of selling the consumer must 
be done in every country and in 
every type of economy. Since the job 
must be done, it is naturally desirable 
to do it as effectively and efficiently 
as possible. We in Procter & Gamble 
believe that advertising is the most 
effective and efficient way to do it.” 
But advertising, he says, cannot sell 
a poor product. “It might induce 
people to try it once. But it cannot 
build an enduring business on such 
a product. . . . In fact, the quickest 
way to kill a brand that is off in 
quality is to promote it aggressively. 
People find out about its poor quality 
just that much more quickly.” 

The words echo back to the fron- 
tier town on the Ohio River that was 
Cincinnati more than 100 years ago. 


The company, formed in 1837 
through the unlikely union of an 
English candlemaker, William Proc- 
ter, and an Irish soap maker, James 
Gamble, had established itself through 
the simple expedient of business 
ethics and a concern for the quality 
of its wares. (“When you cannot 
make pure goods and full weight, go 
to something else that is honest, even 
if it is breaking stone,” said James 
Gamble. ) 

The partners, married to sisters, 
formed P&G with an investment of 
$3,596.47 each. Mr. Gamble handled 


Miami Valley Laboratories 


production, and Mr. Procter worked 
on acquisition of raw materials, sales 
and bookkeeping. Initially, lard oil 
and tallow candles were peddled 
through the streets, and delivered to 
the wharf for the river trade. In their 
10th year the partners earned a profit 
of approximately $20,000, most of 
which was turned back into the busi- 
ness. They had moved from Mr. 
Procter’s store in downtown Cincin- 
nati to a tract of land near the stock- 
yards on the edge of town, where the 
first factory was built. It bordered 
on a canal which gave them access 
to Detroit; the Ohio River, of course, 
them to conduct business 
the Ohio Valley 
along the Mississippi down to New 
Orleans. 


allowed 


throughout and 


It is difficult to point to one par- 
ticular move which insured the con- 
tinuance and further growth of P&G. 
From the perspective of a century it 
would appear to be the founders’ 
dislike of nepotism and their con- 
comitant emphasis on ability. Al- 
though Mr. Procter had five sons and 
Mr. Gamble four, only two—William 
Alexander Procter and James Norris 
Gamble—were made partners in the 
company. This policy, whereby merit 
rather than tenure or family deter- 
mines personnel considerations, is 
maintained today. 

Personnel policies were relatively 
humane in what was not a particu- 
larly humane industrial era. In 1886 
all employes were given a half-day 
off on Saturdays—a move some con- 
sidered could only contribute to sin 
and sloth on the part of the lower 
orders—and in the following year an 
employe-profit-sharing plan was an- 
nounced, Some idea of the reasoning 
behind this development can be found 
in the remarks of one J. W. Donnelly, 
who called to order the 17th semi- 
annual dividend meeting, held at 


Ivorydale, Ohio, Feb. 3, 1896. 


One for All 


“Suppose, for instance,” hazarded 
Mr. Donnelly, “we do our work in 
such a manner that our goods go out 
in a way that offends some of our 
customers, and by that offense we 
lose some trade; that means a loss of 
that much work in the factory, and 
that means that each and every one 
of us is that much affected.” 

The Honorable Benjamin Butter- 
worth, itinerant Congressman, lec- 
turer and public-spirited oracle, also 
addressed the men. His remarks on 
Ivory soap, P&G and profit sharing, 
must have touched everyone present. 
“T never take up a piece of Ivory 
soap without saying ‘God bless the 
Procter & Gamble Company’ —not so 
much for the blessing of good soap 
that cleanses, and floats on the water 
as for their effort to solve an impor- 
tant economic question in the in- 
liberty humanity.” 


terest of and 
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P&G: Advertising As Spur To Sales 

Procter & Gamble has steadfastly refused to attribute its growth to any one advertising medium. 
The following 10-year chart, however, may indicate a direct relationship between increased tv 
investments and increased sales and earnings, as well as a growing preference for a particular 
medium. P&G’s fiscal year ends June 30, while the billings figures (all gross estimates) are 
for the calendar year.* 

tv % of 

total ad net sales net income 

year network tv spot tv budget total budget (000) (000) 

1950 $ 570,294 NA 1.7 $ 33,500,200 $ 632,886 $61,092 
1951 7,979,587 NA 18.5 46,228,100 860,688 51,280 
1952 14,204,797 NA 31.2 44,970,800 818,085 41,716 
1953 14,790,061 NA 33.8 43,675,600 850,263 42,032 
1954 23,701,228 NA 40.8 49,315,900 911,050 52,328 
1955 33,822,228 $ 5,000,000 68.4 56,716,100 965,797 57,471 
1956 43,457,339 17,522,450 77.2 78,975,193 1,038,290 59,316 
1957 47,046,015 25,916,840 80.6 90,438,276 1,156,390 67,807 
1958 50,638,647 33,833,060 85.7 98,592,297 1,295,163 73,197 
1959 50,293,552 45,046,800 90.3 105,616,190 1,368,532 81,698 
1960 24,144,807} 28,665,3007 1,441,548 98,078 





* Sources: PIB, TvB, Standard & Poor 





+ First six months 


NA: Not Available 





It is worth noting that P&G has 
never had serious union problems: in 
1923 a guaranteed employment plan 
was put into effect long before the 
violent struggles of the °30s. 

A lot preceded the first distribu- 
tion of profits to employes. By 1859 
the factory employed 80 hands, and 
its annual business was over $1 mil- 
lion. With the outbreak of the Civil 
War P&G went into mass production 
—it was official supplier of soaps and 
candles to the Union Army of the 
West. The founders retired in 1870, 
and by 1878 P&G was making 24 
varieties of soap. There were few 
brand names to distinguish the prod- 
ucts then, but the company had one 
for a new hard white soap which was 
made without expensive olive oil. It 
was called “White Soap.” When a 
workman in charge of a blending 
machine forgot to turn it off during 
his lunch hour, thus forcing air into 
the mixture, Ivory (It Floats) was 


born. 

Harley Procter, brother of William 
A. and sales manager of the com- 
pany, gave it its name (the incident 
is described in the marketing story 
in this issue) and initiated an ag- 
gressive and imaginative advertising 
campaign for the product. Ivory 
filled a real need of the time, and 
probably purified the souls as well as 
the bodies of its users: floating 
serenely on top of the water, it ended 
the infuriated and blasphemous 
lunges and gropings for soap caused 
by the unfiltered, brown and some- 
times typhoid-ridden bathwater of 
the time. Harley Procter committed 
P&G to brand-name marketing, large- 
scale advertising and mass produc- 
tion. 

In 1884 the expanded but out- 
moded factory burned down, and in 
1886 Ivorydale, on the outskirts of 
Cincinnati, began production. Brand 
names had become quite the rage by 


then—Amber, Clean Quick, Handy, 
Velvet—were some of them, and they 
have a familiar ring. In 1905, after 
a Kansas City plant was opened, the 
company was reorganized as an Ohio 
corporation, with William Cooper 
Procter, son of William A., as presi- 
dent. Cooper, who introduced some 
of the more enlightened personnel 
policies of the company (such as the 
half-day off on Saturdays and the 
profit-sharing plan) may also have 
contributed to the company’s present- 
day emphasis on Ivy-League schools 
for executive personnel: he was a 
graduate of the College of New Jersey 
(Princeton). 

At the turn of the 20th century 
P&G initiated its first diversification 
move—into the food field. It had 
formed a subsidiary in 1901 to ac- 
quire and build cotton-seed crushing 
mills in southern states in order to 
assure a supply of oil for soap, and 
then refined the higher grades to 
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Procter & Gamble 1959 Tv Expenditures By Brand 
brand network spot total 
American Family Detergent Ss — 158,140 $ 158,140 
Big Top Peanut Butter 202,963 97,770 300,733 
Biz Liquid Detergent a 35,240 35,240 
Bonus Granulated Soap —_ 3,110 3,110 
Bridget Liquid Detergent —_— 47,080 47,080 
Camay Soap 1,945,852 454,210 2,400,062 
Cascade Detergent 190,603 — 190,603 
Charmin Paper Products —_ 317,100 317,100 
Cheer Detergent 2,858,191 3,333,470 6,191,661 
Clorox —_ 3,027,260 3,027,260 
Comet 1,474,473 2,030,870 3,505,343 
Crest Toothpaste 3,303,243 139,680 3,442,923 
Crest Reg. & Aerosol Toothpaste 38,871 — 38,871 
Crisco Vegetable Shortening 1,635,572 1,324,720 2,960,292 
Dash Detergent 2,620,819 1,800,530 4,421,349 
Dawn Soap — 64,380 64,380 
Dreft Detergent 1,160,493 660,650 1,821,143 
Drene Shampoo 350,304 78,150 428,454 
Duncan Hines Blueberry Muffin Mix — 1,590 1,590 
Duncan Hines Canned Foods — 9,430 9,430 
Duncan Hines Cake Mixes 285,391 376,750 662,141 
Duncan Hines Mixes —_ 6,774,030 6,774,030 
Duncan Hines Pancake Mix oo 47,370 47,370 
Duz/Blue Dot Duz — 260,940 260,940 
Fluffo Shortening 413,520 175,420 588,940 
Gleem Regular & Aerosol Toothpaste 3,419,324 —_ 5,419,324 
Gleem Toothpaste 34,248 1,959,240 1,993,488 








make salad oil. From these raw ma- 
terials came the development of the 
first all-vegetable shortening—Crisco, 
which was first marketed in 1911. 
With the development of Crisco, 
P&G established two policies which 
still animate the company: the ag- 
gressive development of research into 
new and better products, and ex- 
pansion, restricted to fields it already 
knows. It has changed where it could 
from fats and oils to chemicals (be- 
cause they are more stable), but its 
new lines have flowed naturally from 
existing ones: from soaps into syn- 
thetic detergents; from skin and hair, 
which it had learned about from 
soap, into shampoos and permanents. 
Acquisition and establishment of 
other plants followed (including the 
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company’s first foreign operation, a 
plant in Hamilton, Ontario). In 1920 
William Cooper Procter addressed 
himself to the problem of peaks and 
valleys in the buying of soaps and 
shortenings, brought about by specu- 
lative wholesalers. Plants were 
strained at times and almost shut 
down at others, at which time capital 
investment was idle and employes 
had to be laid off. Richard R. 
Deupree, then sales manager and now 
honorary chairman of the board, was 
given the task of effecting the switch- 
over to direct selling to the retailer 
and of organizing a national sales 
force. It was accomplished by 1923, 
when a guarantee of 48 week’s work 
a year to hourly-paid production em- 
ployes was put into effect. 


In the °20s Chipso, Camay and 
Selox were introduced, and Oxydol 
and Lava became P&G brands. Two 
innovations in the company’s opera- 
tions in that decade drastically 
affected its marketing operations. The 
first was its use of network radio, by 
which it made its first and probably 
lasting contribution to American cul- 
ture: the soap opera. The second, 
corresponding with the introduction 
of Camay in 1926, was the opening 
of a market-research department. 
These two complementary moves 
helped guide P&G through the rocky 
depression years. In 1936, in the 
heart of the depression, the company 
initiated paid vacations for its plant 
employes. 


Another marketing 





innovation, ~ 
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Procter & Gamble 1959 Tv Expenditures By Brand 
brand network spot total 

Ivory Bar Soap $ 2,131,593 $ 584,160 §$ 2,715,753 
Ivory Flakes — 331,720 331,720 
Ivory Shampoo — 14,890 14,890 
Jif Peanut Butter 1,080,636 1,983,400 3,064,036 
Ivory Liquid Detergent 2,808,631 2,403,180 5,211,811 
Ivory Snow 1,728,170 818,040 2,546,210 
Joy Liquid Detergent 2,119,719 1,816,010 3,935,729 
Lava Soap 509,645 31,950 541,595 
Lilt Home permanent 1,373,614 249,340 1,622,954 
Mr. Clean 1,797,119 5,796,130 7,593,249 
Oxydol Detergent 1,940,208 1,054,650 2,994,858 
P. & G. Institutional 26,638 a 26,638 
P. & G. Prods. 204,750 aa 204,750 
Pace Home Permanent oe 108,350 108,350 
Pin-lt Home Permanent a 30,480 30,480 
Prell Shampoo 2,410,406 504,430 2,914,836 
Secret Deodorant — 876,620 876,620 
Spic & Span Cleaner 1,415,957 1,091,240 2,507,197 
Thrill Liquid Detergent — 80,130 80,130 
Tide 6,711,494 1,767,160 8,478,654 
Whirl Liquid Shortening — 179,200 179,200 
White Cloud Toilet Tissue _— 158,690 158,690 
Winter-Sett — 13,300 13,300 
W ondra-Pink —_— 7,330 7,330 
Zest Beauty Bar 2,101,105 1,969,270 4,070,375 

$50,293,552 $45,046,800 $95.340,352 








very much in phase at P&G today, 
was started with the introduction of 
Camay, which, after all, was going 
to compete with good old Ivory. Neil 
H. McElroy, newly arrived from Har- 
vard and then working in the adver- 
tising department, got the job of 
promoting Camay. The new soap 
made a place for itself, Ivory con- 
tinued in its top spot, and the in- 
evitable idea of brand-promotion 
teams, competing intramurally, was 
established and furthered by Mr. Mc- 


Elroy, now chairman of the board. 


Brands for All 


The idea was basically simple: no 
one brand can satisfy every house- 
wife, and so the best way to obtain 
an additional share of a given mar- 


ket is to introduce one or more addi- 
tional brands, which will have some 
difference in performance, or some 
difference in personality from the 
original. In addition to stimulating 
more aggressive sales and promo- 
tional activities within the company, 
the brand system, in Mr. McElroy’s 
eyes, made for greater efficiency. 
“When brand men have approached 
their fullest responsibilities they 
should be able to take from the 
shoulders of the sales-division man- 
agers and district managers a very 
heavy share of the individual brand 
responsibility. This would leave the 
sales heads in a much freer position 
to administer the sales policies of the 


company and apply general volume 
pressure.” 


Sources: LNA-BAR, N. C. Rorabaugh Co. 


From this step there evolved the 
present division of responsibilities. 
Each of the four major consumer 
divisions has an operating head re- 
sponsible for the sales, manufactur- 
ing, finances and advertising of the 
various brands within his division. 
The brand man, who corresponds to 
the agency account executive, reports 
up the ladder to an associate brand- 
promotion manager who may be re- 
sponsible for three separate brands; 
these men in turn report to one of 
several brand-promotion managers 
who report to the division head. 

Division heads are Mark Upson, 
vice president, food products; John 
W. Hanley, manager, soap products; 
E. A. Snow, vice president, toilet 


(Continued on page 101) 
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be lease stop distributing cou- 

pons in my _ neighborhood, 
they bring strangers into my store,” 
wrote an indignant British shopkeeper 
to Procter & Gamble several years 


ago. The letter seems to prove three 
things: (1) in the science of mass 
marketing P&G gets results, (2) the 
company is effective in overseas areas 
as well, and (3) there'll always be an 
England. 

Whether there'll always be a P&G is 
a question no one seriously asks. A 
truly formidable machine which has 
managed to achieve as much as 98 
per cent penetration for some of its 
brands in many areas of the country, 
P&G is world-famous for its market- 
ing strategy—the science of moving 
goods from the assembly line into the 
home. As noted elsewhere in this is- 
sue, the company spends more than 
double the amount of its nearest com- 
petitor in television advertising, more 
in fact, than any other company in 
the country. And it ranked only be- 
hind General Motors in total adver- 
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tising expenditures last year when it 
invested an estimated $105.6 million. 
Other expenditures now include better 
than $30 million a year for merchan- 
dising and promotion (coupon deals, 
prize contests and free samples). 


What is the Secret? 


What is P&G’s marketing strategy 
—or better, how does it market a 
particular brand? Only Colgate and 
Lever will tell you. P&G, quite sensib- 
ly, isn’t about to. For another thing, 
there are too many variables: market 
conditions at a particular time, the 
nature of the product, the counter 
moves of the opposition. The purpose 
of this article is to indicate, rather 
than disclose, a way of operating— 
to suggest, rather than define, a way 
of thinking. 

There are very few absolutes at 
Cincinnati headquarters, where the 
servicing and counseling of nine dif- 
ferent advertising agencies are avail- 
able, except that there is no one 
formula to insure success. But, as has 






Science of selling 







Experience blends with research 
to reach distinctive and effective 


advertising formula 


been noted elsewhere, if there is one 
factor which would explain P&G’s 
fantastic history, it lies in the area of 
investment spending. Once a decision 
has been made. to introduce a prod- 
uct, it is backed completely—with 
money. 

“They operate on what is called a 
five-year payment plan,” says a 
former P&G man. “When a product 
is introduced, its first two years are 
all investment spending; in the third 
year it should break even; in the 
fourth and fifth year the investment 
should be returned, and in the sixth 
year the product should start bringing 
in a profit. Procter & Gamble can do 
this because it has the resources— 
it can charge development money 
against existing brands. Colgate and 
Lever, on the other hand, seem afraid 
to do it; sometimes they try to sneak 
into the market with a new product.” 

To the outsider, more intuitive 
than fact-minded, in search of a sym- 
bol rather than a formula, P&G’s suc- 
cess seems the natural outgrowth of 
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INDUSTRIAL CRISES 
The day acake of soap sank at Procter & Gamble’s 














HE advantage of using an article that is pure 
and always uniform, is, you are certain of having 
the same satisfactory results. Eight prominent Pro- 
fessors of Chemistry, of national reputation, have 
analyzed the Ivory Soar, and the variation in each 
is so trifling that the quality of the “Ivory” 
be considered reliably uniform. 


may 
Each pronounced it 
to be remarkably pure, and a superior laundry soap. 








THE IVORY SOAP 


WATCH CHARMS. 











of the 


American woman, and a complete 


a sure sense of the needs 
mastery of her language and gestures. 
In brief, an artist’s realization of his 
subject. 

But the research-oriented executives 
at the company have no patience with 
such high-falutin’ words; they make 
a point of understanding needs, and 
even their copy, which irritates many 
sophisticates in the trade, reflects the 
talk (“kindest to 
hands,” “just made for each other— 
Tide and your washing machine”) 
who are interviewed by P&G’s corps 
of market researchers. In the thor- 
oughness of its market research and 
in the intelligence of its market test- 
ing P&G has no peer. “They don’t 
just go in and flood a market and 
project their findings across the 


of women your 
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A miniature fac-simile of a cake of Ivory Soap, 
with a gold-plated ring ¢o attach it to the watch 
chain, or may be tied to the button-hole with a 
piece of ribbon, and used as a badge for a club, 
society, etc., etc. 


HOW TO GET ONE FOR NOTHING 


Save the outside wrappers of Ivory Soap, and 
when you have twelve, cut out the center piece 
of each wrapper and send them to us (as per 
directions below), and we will send you, by 
mail, one of the Watch Charms. If you are 
not now using Ivory Soap, buy twelve cakes. 
and you will get full value for your money in 
soap, and the watch charm for nothing. 


FOLLOW THESE DIRFCTIONS. 

Cut out the center piece of each wrapper 
and put them in the envelope with your 
letter, saying what you want, and give your 
address in full. Ve attention will bce paid 
fo requests for Watch Charms untess the 
twelve (12) ccuter picces arc in the envelope 
with the request. 


PROCTER & GAMBLE, CINCINNATI, OHIO, 
(Please mention this paper.) 











nation,” says a representative for a 


competitor, “they're scientific about 
it.” 

So scientific, in fact, that the Fed- 
eral Trade Commission was barely 
able to conceal its awe when it drew 
up its initial complaint regarding the 
Clorox acquisition (discussed in the 
lead article in this issue). The FTC 
listed the following factors as reasons 
why household liquid bleach pro- 
ducers might be unable to compete 
with P&G: 
position; respondent's financial and 
economic strength; respondent’s ad- 
ability and 
respondent’s merchandising and pro- 
motional ability and experience; 
respondent’s ‘full-line’ of cleansing 
and laundry products; respondent’s 
ability to command consumer accept- 


“Respondent's market 


vertising experience ; 















































It knows no class distinction. 
The rich find it most satisfactory, 
The poor the most economical. 


99% Per Cent. Pure. 











ance of its products and of valuable 
shelf 


dent’s ability to concentrate on one 


grocery-store space; respon- 
of its products, or on one selected 
section of the country, the full im- 
pact of its advertising, promotional 
and merchandising experience and 
ability.” 


Shares of Market 


At that time the FTC estimated 
that P&G had the following shares of 
product fields in the U. S. market: 
toilet soaps (bar soaps), 24 per cent; 
laundry soaps (bar soaps) 91 per 
cent; package soap chips, 52 per 
cent; package soap powders, 51 per 
cent; liquid detergents, 45 per cent; 
packaged detergents, 58 per cent; 
shampoos, 24 per cent; toothpastes, 
34 per cent, and vegetable shorten- 

















ings, 36 per cent. 

The FTC was also impressed by 
P&G’s ability to utilize advertising 
and promotional techniques to gain 
shelf space and sell its products. In 
1957 it listed three brands to prove 
its point: 

P&G introduced Gleem, a new 
toothpaste, in 1953, and by 1956 that 
brand had acquired 25 per cent of the 
toothpaste market. Crest, introduced 
in 1956, acquired an additional 13 
per cent of that market in its first 
year in production. 

Comet, a household cleanser, was 
introduced in 1956, and by March of 
the following year—nine months after 
it was marketed—had acquired ap- 
proximately 29 per cent of the house- 
hold-cleanser field. In promoting 
Comet, said the FTC, P&G distributed 
approximately 30 million miniature 
samples, at an estimated cost of $3.3 
million. 








P&G undoubtedly has some other 
brand stories to top the commission’s 
cursory review of three, but, in its 
modest, hard-nosed way, it isn’t going 
to talk about them. However, it is 
interesting to note that the company’s 
first real brand set the stage and the 
basic procedures for its present-day 
marketing tactics. 


Aggressive Marketing” 


The brand, of course, was Ivory 
(“It Floats”), which first refused to 
go ulp! to the bottom of the tub in 
1878. Harley Procter, son of one of 
the founders and then sales manager, 
can be credited with moving P&G 
onto the national scene through his 
imaginative and aggressive marketing 
of Ivory. Known only as White Soap 
at the time, Harley Procter first of all 
gave it its distinctive name. (In the 
typical Judge Hardy, Rover Boys tra- 
dition, P&G literature describes how 
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Soap the Ivory Soap should cost four times as much 
as the toilet soaps. It is exactly the reverse, and 
when you buy Ivory Soap you pay about one-fourth 
as much for it. The best people use Ivory Soap for 
their toilet and bath, because of its purity. 


Comparing the sizes of toilet soaps with Ivory 


IT FLOATS 
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Harley was sitting in church, as was 
his wont on Sunday mornings, and 
ran across a passage from Psalms, 
45,8: “All thy garments smell of 
myrrh, and aloes, and cassia, out of 
the ivory palaces whereby they have 
made thee glad.” The floating white 
soap had a name.) 

That was just the beginning. Harley 
Procter realized he had a unique 
product: a laundry soap that was 
good for toilet use. And so a laundry- 
sized bar was designed with a notch 
so that it could be broken in two 
for handiness in personal washing. 
Samples of Ivory wére sent to chemis- 
try professors at leading colleges for 
analysis of its purity. And then an 
advertising appropriation was made. 
The first consumer advertisement was 
able to capitalize on the findings of 
the chemists: the product was 99 
44/100 per cent pure. “It Floats” was 


(Continued on page 98) 






































TUB TRUTHS. 





such risks with common soap ? 





DROP of ink will color a whole glass 
of water. It is an inch of yeast which 
makes a pan of bread rise, and a single 
5S cake of soap containing unabsorbed 
alkali can ruin a hundred times its cost in laces 
and fine embroidery. After all, is it wise to take 
Toes Bagg op tye 
can along without Ivory p. cana 
okie without axle grease—but it goes hard. 








October 31, 1960, Television Age 43 






















Daytime’s From These Roots 


Universal medium 


Television’s sight and sound, 
big audience, fit P&G need to reach 


everybody, everyday 


al 


hroughout its 123-year history 

Procter & Gamble has sustained 
a lyrical and bubbly love affair with 
the American housewife. Alternately 
gallant and selfless, domineering and 
brusque, anxious and considerate, 
but always persuasive, P&G speaks 
in terms every woman can under- 
stand, and few can resist. To tell its 
story last year the company invested 
an estimated $105.6 million in ad- 
vertising, and of that, $95.3 million; 
or better than 90 per cent, went to 
television. This year, judging from 
investments to date, P&G will become 
the first advertiser in history to spend 
more than $100 million in tv within 
a 12-month period. 

In placing such an overwhelming 
proportion of its huge budget in tv 
what does P&G hope to attain? From 
the silent and neurotically secretive 
confines of Cincinnati comes the 
answer: circulation and cost efficien- 























Robert Taylor’s Detectives at work on ABC-TV 


cy. What does it look for in pro- 
grams? Circulation and cost effh- 
ciency. Does it have any other con- 
cerns in its media buying? Not really, 
because P&G, which retails most of 
its brands for under a dollar, needs 
numbers, lots of numbers, at an eco- 
nomical cost. In fact, it can be argued 
that P&G needs television almost as 
desperately as tv needs P&G, since 
it is essentially a marketing organi- 
zation, and only secondarily a man- 
ufacturing operation. 

The frequency and reach offered by 
spot and network television seem 
made to order for any mass-selling 
organization. But P&G, as the table 
on page 38 indicates, is obviously 
convinced that television was invented 
for it, and it has acted accordingly. 
Today, with the number of television 
hemes reaching 46.2 million, and 
with 98 per cent of U. S. homes with- 
in range of a tv station, it can be 


argued that no large company in 
mass distribution can afford not to 
use tv. 


Saw Tv’s Potential 


But television was not always a 
national medium, and it is to P&G’s 
credit that it was one of the earliest 
companies to recognize its potential. 
It has been suggested, in fact, that 
the history of P&G over the past 10 
years is the history of television— 
medium and client grew at almost 
the same astounding rate. (Since 
spot television began to be meas- 
ured in 1955 P&G’s net income has 
increased 56.5 per cent—although 
market factors, especially a break- 
through in the synthetic-detergent 
field, certainly had a great deal to 
do with this growth. Then again, it 
can be argued that that breakthrough, 
and others, was brought about by 
advertising. ) 













rn 
The perennial Wyatt Earp 


Acknowledged experts in the 
science of quantitative measurement, 


P&G media men are tough but in- 
telligent in most of their decisions. 
The transition from radio to tele- 
vision was accomplished with finality 
by 1955, and probably without much 
sentiment. Fated to go were such 
touching slices of Americana as Ma 
Perkins, Pepper Young’s Family, 
Life Can Be Beautiful; scheduled for 
the screen were such video counter- 
parts as Search for Tomorrow, Edge 
of Night, It Could Be You. Also 
scheduled for the future on nighttime 
tv were such unlikely (that is, un- 
housewifely) programs as Wyatt 
Earp, The Line-up, The Brothers. 
Although spot television was not 
measured until the last quarter of 
55, it can be presumed that P&G 
used it in the same increasing pro- 
portion it used network tv. Here 
again, the company was well ahead 
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of its competitors, and well ahead of 
most other tv advertisers, in the way 
in which it utilized spot to introduce 
products and to build distribution. 
“It might be inaccurate to say that 
Procter & Gamble pioneered in any 
one technique,” says a top executive 
for a leading station representative 
firm, “but it has been widely copied.” 

A similar observation might be 
made on a network level. Hardly a 
pioneer in programming in the sense 
of a U.S. Steel or an Alcoa, P&G 
nevertheless gave to television a no- 
nonsense, reasonably scientific ap- 
proach to buying decisions. The 
fabled sponsor’s wife, the intuitive 
Madison Avenue mystic, were shoul- 
dered aside. In its pursuit of facts 
P&G has gotten the reputation of 
playing it so safe that it buys only 
into established programs. But a 
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Chuck Connors stars as The Rifleman 


glance at the current network night- 
time schedule disproves that: it’s tak- 
ing a calculated risk with two new sit- 
uation comedies: CBS-TV’s Tom 
Ewell Show (Tuesdays, 9-9:30 p.m.) 
and NBC-TV’s Peter Loves Mary 
(Wednesdays, 10-10:30 p.m.). These 
are in addition to another new pro- 
gram—ABC-TV’s The Law and Mr. 
Jones (Fridays, 10:30-11 p.m.). 


Shows From The Past 


A review of the company’s use of 
television programs evokes a certain 
nostalgia, in that many of the shows 
already seem part of a warmer, sim- 
pler past. Who remembers /’d Like 
to See? (Who, in fact, would dare 
program it today?) Or P&G’s first 
sponsored program, Fashions on 
Parade, which went on the air over 
wABD New York (now WNEW-TV) in 


Peter Loves Mary on NBC-TV 


The Guiding Light shines eternally on CBS-TV 








July of 1948? A musical review of 
sorts, Fashions on Parade extolled 
the virtues of Prell shampoo and 
Ivory Snow. Benton & Bowles was 
the agency. 

The next television vehicle (for 
Crisco, Ivory bar and Duz) was I’d 
Like to See, on NBC-TV Fridays, 
9-9:30 p.m. The agency was Compton 
Advertising. The network at that time 
was only an east-coast regional af- 
fair, but the results of the sponsor- 
ship affected in a radical way P&G 
thinking, and by April of 1949 P&G 
brought in a new program, Fireside 
Theatre and placed in in the Tuesday 
9-9:30 p.m. time period (which hap- 
pened to be preceded by Milton 
Berle). 

Fireside Theatre, seen initially on 
18 NBC-TV affiliates, developed into 
a long-lived and effective property. 

















It became Jane Wyman’s Fireside 
Theatre and then The Jane Wyman 
Show, dying a dignified death in 
1957 after eight years on the air. 
The years that followed saw a 
gradual diminishment in network 
radio and a corresponding increase 
in network television. P&G spending 
in those years illustrates perfectly 
what happened to network radio. 
P&G, according to Publisher’s Infor- 
mation Bureau, spent $18.3 million, 
by far the largest slice of its total 
advertising budget, in network radio 
in 1950. In 1951 the figure declined 
only slightly—to $18.1 million. Net- 
work radio received $16.2 million of 
P&G’s growing budget in 1952, and 
by 1954 the figure was down to $14.3, 
already below the advertiser’s net- 
work television investment. By 1955 





The Real McCoys 


Bob Barker and Truth or Consequences 


network radio received only $8.1 mil- 
lion, and the decline continued, des- 
pite enormous increases in P&G’s 
total advertising budget. 


Network Programs 


The company’s use of network tele- 
vision was gradual but sure. In the 
fall of 1950 the company bought two 
more evening programs—NBC-TV’s 
Musical Comedy Time for Tide and 
Camay and Beulah on ABC-TV for 
Dreft and Oxydol. Ethel Waters 
starred in the latter tv program, while 
Hattie McDaniel continued five days 
a week on radio. 

At the same time, P&G attempted 
to transfer to tv some of the values 
it had found in its daytime radio 
serials. First of the daytime tv ven- 
tures was The First Hundred Years, 


Tv’s oldest daytime serial: Search For Tomorrow 






and, as its title may suggest, you 
could tell it wouldn’t last. It began 
on CBS-TV in December of 1950. A 
month later Kate Smith began for 
P&G on NBC-TV five days a week. 
The unfaltering, unending Search for 
Tomorrow was brought over from 
radio early in 1951 and placed on 
CBS-TV, where it remains today, 
Monday through Friday, 12:30-12:45 
p-m. 

The Garry Moore Show also pre- 
miered for P&G on CBS-TV’s day- 
time schedule at that time, and in 
the fall of 1951 two more comed- 
ians—Red Skelton and Steve Allen 
were added to the company’s night- 
time line-up to make for a total of 
nine programs. At the end of 1951 
according to PIB, P&G had invested 
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Agency team 


Nine advertising firms 
carry out P&G policies 
for their many, 

and often competing 


products 


44 if you give me a week,” said an 

agency executive vice president 
in an unintentional paraphrase of a 
recent Eisenhower statement, “I might 
be able to count all the people we 
have working on the Procter & 
Gamble account.” 

From a realistic viewpoint, it’s 
doubtful that even if the figure were 
compiled it would be released. The 
agencies working for P&G prepare 
one product only for public view, and 
that is an actual advertising message 
in the form of a tv commercial, maga- 
zine page or whatever. Facts about 
the people behind the ads, the client- 
agency relationship, specific cam- 
paigns—any matter on which an 
agency might talk freely where an- 
other account is concerned—are 
stamped “top secret” when Procter & 
Gamble is mentioned. 

Advertising people outside the 
situation may rebel at the curtain of 
“no comment” dropped around P&G 
products, and may hint at police-state 
or fear tactics. In actuality, the reti- 


cent attitudes of both client and agen- 
cies are based on mutual agreement 
and mutual trust. There are well-laid 
ground rules by which both parties 
live. As in all of its many operations, 
P&G leaves no “grey” areas in which 
its agencies can make an error in 
judgment. The regulations are there 
to be followed, and the rewards for 
following them can be great. 


Know P&G Policy 


The breed of advertising men gath- 
ered into the Procter & Gamble teams 
is not the kind which refrains from 
commenting on a client’s activities out 
of fear of losing the account. Rather, 
these men have been imbued with a 
P&G dictum, one in which they firmly 
believe. “Competition in the package 
goods field,” notes the president of 
one agency working for P&G, “is in 
the most vigorous free-enterprise tra- 
dition, and the smallest item of in- 
formation can often be damaging in 
the hands of alert competitors.” 


By staying more alert than com- 





Agency personnel 
handling P&G accounts 


LEO BURNETT 
Gordon Rothrock 
v.p., account supv. 
Jim Hill 

Robert Williams 


brand supvs. 


LAVA 
a/e—Jack Tukey 
timebuyer—Tom Hall 


SECRET 


sr. a/e—Ross Hoy 
a/e—Don Keller 


timebuyer—John Stetson 


JOY 

sr. a/e—Art Hohmann 
a/e—Walter Bregman 
timebuyer—Bergina Cherkezian 
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JIF 

sr. a/e—John Setear 
a/e—Hall Adams 
timebuyer—Lincoln Bumba 


CAMAY 
sr.a/e—Jim DeTarr 
a/e—Bill Berry 


timebuyer—Phil Pegg 


SALVO 
sr. a/e—Jim Rice 
a/e—Jim Cone 


timebuyer—Phil Pegg 


BENTON & BOWLES 
Alan Sidnam 

exec. v.p. on P&G 
Edward Murtfeldt 


senior v.p., toilet goods 


Ken McAllister 
v.p., soap products 
Rudy Maffei 
media director—P&G 


Paul Roth 


asst. media director 


PRELL SHAMPOO 
a/e—Ben Davis 


timebuyer—Jim Courtney 


CREST 
a/e—Ben Davis 


timebuyer—Ed Green 


LIQUID PRELL 
a/e—Jack Bowen 
timebuyer—Irv Adelsberg 


PRELL CONCENTRATE 
a/e—Bob Blackburn 
timebuyer—Ed Green 


TIDE 

a/e—Jay Becker 
timebuyer—Bernie Shlossman 
ZEST 

a/e—Jack Taylor 
timebuyer—Merrill Grant 











peting agencies, nine firms—five in 
New York, three in the midwest and 
one on the west coast—have en- 
trenched themselves solidly in the 
P&G agency “family.” From a study 
of these agencies it’s possible to note 
the qualities the corporate giant seeks 
—and doesn’t seek—when it selects 
an agency. 

Size is relatively unimportant so 
long as the firm is equipped to handle 
campaigns of national scope: billings 
of each of the present P&G agencies 
vary from $16 million to about $200 
million. Three of the shops are in the 
over-$100-million category, two in a 
$75-100-million range and the others 
bill $16-45 million, 

The of employes per 
agency ranges from 137 for one to 
2,650 in Young & Rubicam’s inter- 
national operation, and the number of 
offices in various cities similarly 
ranges from two to 14, although two- 
to-six is the common figure. In terms 
of P&G billings in television, the 
medium into which the company put 


number 


FLUFFO 
a/e—Mark Becker 
timebuyer—Irv Adelsberg 


CHARMIN 
a/e—Kirk Parrish 


timebuyer—Merrill Grant 





CANADA 
a/supv.—Chet Vail 
a/e’s—George Tyrrell 
Robert Morris 
Bill Rush 
timebuyer—Bob Friedlander 


COMPTON ADVERTISING 


Allen Flouton 
exec. v.p.—P&G 


Wilson Shelton 
chm. plans board—P&G 


Ted Gleysteen 
Stuart Mitchell 
v.p.’s, product group supvsrs. 
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An Ivory contest was promoted on tv in 1939 


CRISCO 
a/e—David Dimmock 
timebuyer—Bob Pape 


John Cross 
v.p., media and programming dir. 


GLEEM 
a/e—John Cross 
timebuyer—Ethel Weider 


DRENE 
a/e—Thomas Bohan 


timebuyer—Genevieve Schubert 
IVORY LIQUID . 


a/e—Ed Gallagher DUZ 
timebuyer—Tim Tully a/e—Bruce Monick 
timebuyer—Bill McGivney 





IVORY SOAP 
a/e—Hal Rover 
timebuyer—Bob Pape 


CANADA 

a/e—Norman Allen 
timebuyer—Mark Zizzamia 
DANCER-FITZGERALD-SAMPLE 
Clifford H. Wolfe 


v.p., account supervisor 


CASCADE 
a/e—Dick Zuver 
timebuyer—Doug McMullen 


COMET 
a/e—David Newstadt 
Joe Burbeck 


Lou Fisher 


timebuyer v.p., media director 





Glenn Wilmoth 
assoc. media director, 


DUNCAN HINES 
a/e—Robert Barker 
timebuyer—Doug McMullen 


P&G media supervisor 
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90 per cent of its total expenditures 
last year, the largest agency ranked 
fifth in the size of the budget placed 
for P&G, while the fourth largest 
agency ranked first. 

Again, Procter & Gamble is ob- 
viously not concerned with an agency 
that “specializes” in any one field. 
Although Leo Burnett can come up 
with a “Marlboro man” and Young 
& Rubicam can develop a Piel Bros. 
campaign, just as each of the other 
agencies can produce individual ex- 
amples of strikingly original advertis- 
ing, it is the day-by-day “hard sell” 
campaigns that interest P&G. And it 
is the all-around shop—the one that 
is neither “research-oriented,” “mar- 
keting-oriented,” etc., but that pos- 
sesses talented people in every field— 
which gets Procter & Gamble’s bus- 
iness. 

A video executive who formerly 
worked for P&G describes the com- 


pany’s advertising as “borax copy, 


Segee  ygc so oe heaneeammammmmmemmmmeiien: a 


Ave Butensky 
Lou Cappazoli 


broadcast supervisors 


DASH 

a/e—Irving Sloan 
timebuyer—Steve Everett 
WHITE CLOUD 
a/e—Walter Teitz 
timebuyer—Lou Cappazoli 
PUFFS 

a/e—Ray Ruffley 
timebuyer—Lou Cappazoli 
DREFT 

a/e—Ed Stephens 
timebuyer—Sever Toretti 


OXYDOL 
a/e—Garry Boyle 
timebuyer—Dick Doherty 


GAIN 
a/e—Mike Weatherly 
timebuyer—Ave Butensky 


50 October 31, 1960, Television Age 










cluttered layouts and unimaginative 
ideas.” An investigation of sample 
ads in almost any medium—maga- 
zines, newspapers or tv—reveals the 
truth in the statement, but also in- 
dicates that nearly all P&G advertis- 
ing is based on the fundamental dic- 
tates of communicating to wide 
audiences, putting across product 
benefits and utilizing simple English 
that is time-tested for attention-getting 
and selling. Words such as New!, 
Now! For the first time!, Never be- 
fore!, etc., appear time and again in 
P&G ads, month after month and year 
after year. 

“This does not imply that the com- 
pany is unreceptive to creativity,” 
said an ex-P&G account man. “Take 
the Zest commercials, for example— 
long shots of the surf, people splash- 
ing in the water, lots of theme music, 
very little copy and most of that soft 
sell. P&G had a new product here and 


tried selling it in a new way—by 


CANADA 
a/e—Bill Scholz 


timebuyer—Bill Keeler 
asst. buyer—Fred Dudak 


GARDNER ADVERTISING 


Warren Kratkey 

account supv. 

DUNCAN HINES SPECIAL MIXES 
a/e—Wayne Stewart 

a/e—Don Osten 

a/e—William Lahrmann 
a/e—John Davidson 

Pat Schinzing, 

media group head, 

buying contact 


GREY ADVERTISING 


Samuel Dulcimer 
v.p., exec. supv.— P&G 


Edward Meyer 


v.p., account supv., case goods 








building a mood. Apparently the re- 
sults were entirely satisfactory, and 
the campaign surely was both creative 
and artistically pleasing.” 


No Prejudices 


A reason cited for the infrequent 
appearance of a “creative” P&G cam- 
paign is the rigidity of the company’s 
own rules laid down for its agencies 
to follow. One agency man comment- 
ing on his firm’s relationship with the 
client stressed the fact that “P&G is 
wonderful to work with because there 
can be no personal prejudices in- 
volved. Everything they do—and 
everything we do for them-—is based 
on rational judgment. There are no 
attempts made to please one certain 
person, or to follow a single person’s 
wishes.” 

What happens through the years, 
points out the former P&G executive 
cited earlier, is that an agency be- 
comes accustomed to preparing work 


Jerry Stolzoff 

v.p., account supv., toilet goods 
BIG TOP 

a/e—Richard Dahl 


timebuyer—Mary Lou Benjamin 


IVORY FLAKES 

a/e—Hunter Yager 
timebuyer—Mary Lou Benjamin 
New Product 

a/e—Mike Agate 


LILT 
a/e—Elliott Reed 
timebuyer—Herb Werman 


IVORY SHAMPOO 
a/e—Keith Fischer 
timebuyer—Herb Werman 


asst. tb—Hank Thom 


network buyers— 
Dorothy Houghey 
Ken Kearns 

asst., Art Edelstein 
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for a faceless mass of people. In or- 
ganizing its facts to impress a great 
many people, the agency may discard 
off-beat ideas that can’t be backed 
with statistics; it may throw out 
imaginative headlines that don’t have 
the word you in them; it may elimi- 
nate humor, say, as a technique. 
“The tendency,” says the executive, 
“is to fall in completely with company 
thinking. Fortunately, the success of 
P&G alone testifies to the soundness 
of its thinking, so you can’t argue 
that the incestuous tendencies are 
harmful. The policies tend to inhibit 
the bright thinkers who rebel 
against producing straight, simple, 
selling advertising. These are the ones 
who complain of being stifled. Others 
gripe about the lack of excitement, 
the smooth and uneventful routine.” 
Part of the placid routine of agency 
work on P&G is the cloak of anonym- 
ity under which employes operate. 
“We don’t discuss the make-up of peo- 


YOUNG & RUBICAM 


Thomas Clark 

v.p., account supv.—P&G 
Robert Leadley 

tv-radio account supv. 

Wally Chateauvert 

tv-radio account representative 
Henry Sparks 

assoc. media director—P&G 
Charles Buccieri 

media supervisor—P&G 


CHEER 
a/e—Allen Gardner 
timebuyer—Marcia Roberts 


SPIC & SPAN 

a/e—Bill Lane 

timebuyer—Joe Ostrow 

DAWN 

a/e—Allen Gardner 
timebuyer—Catherine Brostrom 


CORPORATE ADV. 
a/e—Clyde Syze 

















































ple on the account,” said an agency’s 
chief executive. “It’s taken time and 
money to develop our P&G personnel, 
and we have no intention of pub- 
licizing them for competitors to ap- 
proach.” 


No Talent Raiding 


The problem of competitors’ talent- 
raiding is an important one with 
P&G—and therefore with its agencies 
who hew to the company line. Under 
its organizational system, one P&G 
agency cannot hire a staff member 
from another to work on the P&G 
account; neither can an agency em- 
ploye join the company itself nor a 
P&G man join one of its agencies. 
Once a P&G company employe leaves 
the firm, he reportedly cannot return 
to it. Thus, the company not only 
guards against competitive informa- 
tion leaking to rivals, but against 
data on its own competing products 
being used by one agency to the 





asst. buyers 


Katherine Hoppe 
John Galbraith 


TATHAM-LAIRD 


MR. CLEAN 

a/supv.—Paul Schlesinger 
timebuyer—John Gillin 
timebuyer—Annette Malpede 
AMERICAN FAMILY PRODUCTS 
a/supv.—Paul Schlesinger 
timebuyer—Annette Malpede 
CANADA 

a/supv.—George Bamberger 
timebuyer—Annette Malpede 
timebuyer—John Gillin 


HONIG-COOPER & HARRINGTON 


a/supv.—Erie Bellingall 





CLOROX 
a/e—Ad Klein 
timebuyer—Clarice McCreary 











How nine P&G 
agencies divided 
tv billings 

in 1959 


YOUNG 
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Spot Network Total 
Cheer Detergent 3,333,470 2,858,191 6,191,661 
Spic & Span 1,091,240 1,415,957 2,507,197 
Dawn Soap 64,380 — 64,380 
Total 4,489,090 4,274,148 8,763,238 

GREY 

Spot Network Total 
Big Top Peanut Butter 97,770 202,963 300,733 
Ivory Flakes 331,720 — 331,720 
Lilt Home Permanent 249,340 1,373,614 1,622,954 
Ivory Shampoo 14,890 — 14,890 
Total 693,720 1,576,577 —-2,270,297 

DANCER-FITZGERALD-SAMPLE 

Spot Network T otal 
Dash Detergent 1,800,530 2,620,819 4,421,349 
Oxydol 1,054,650 1,940,208 2,994,858 
White Cloud Toilet Tissue 158,690 : —_— 158,690 
Dreft 660,650 1,160,493 1,821,143 
Total 3,674,520 5,721,520 9,396,040 

LEO BURNETT 

Spot Network Total 
Lava Soap 31,950 509,645 541,595 
Secret Deodorant 876,620 — 876,620 
Joy Liquid Detergent 1,816,010 2,119,719 3,935,729 
Jif Peanut Butter 1,983,400 1,080,636 3,064,036 
Camay Soap 454,210 1,945,852 2,400,062 
Total 5,162,190 5,655,852 10,818,042 

HONIG-COOPER & HARRINGTON 

Spot Network T otal 

Clorox 3,027,260 —_— 3,027,260 





detriment of another. 

Playing by the P&G rules while 
producing competent advertising is 
evidently all that’s expected. In its 
history, only one agency is known to 
have been dropped from the P&G 
roster. In August 1957 the company 
withdrew from H. W. Kastor & Sons, 
Inc., the Chicago agency that handled 
its regional American Family prod- 
ucts. Given by a P&G spokesman as 
the reason was the fact that the firm 


found its list of agencies had grown 
too large to control effectively. (The 
decision cut the number of P&G 
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agencies down from 10 to nine.) 
Permanent Thing 


For nine other agencies, however. 
the relationship with the country’s 
top television supporter appears to be 
a permanent thing. “They don’t be- 
lieve in firing an agency,” says an 
account man who formerly serviced 
a P&G brand. “They look on the 
agency as nothing more than a group 
of people with varying talents and no 
inventory but desks and typewriters. 
If one or more persons at the agency 


don't get along with the company 
team, its much easier to ask the 
agency to replace these people than 
to move the entire account to a new 
agency and start all over. And, of 
course, it’s simple enough for the 
agency to bring in a new man or two 
rather than risk any further difficulty. 
By making the move, the agency 
strengthens its staff in the company’s 
eyes, and the company gets the bene- 
fit of top people.” 

Personal relations, the executive 
points out, has little to do with any 
changes requested by P&G. “No 
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Spot Network Total 
Prell Shampoo 504,430 2,410,406 2,914,836 
Ivory Snow 818,040 1,728,170 2,546,210 
Charmin Paper Prods. 317,100 a 317,100 
Fluffo Shortening 175,420 413,520 588,940 
Crest Toothpaste 139,680 3,342,114 3,481,794 
Tide 1,767,160 6,711,494 8,478,654 
Zest Soap 1,969,270 2,101,105 4,070,375 
Total 5,691,100 16,706,809 22,397,909 

GARDNER ADVERTISING 
Spot Network Total 
Duncan Hines Blueberry 
Muffin Mix 1,590 _— 1,590 
Duncan Hines Pancake 
Mix 47,370 _— 47,370 
Total 48,960 48,960 
COMPTON 

Spot Network Total 
Ivory Liquid 2,403,180 2,808,631 5,211,811 
Ivory Bar Soap 584,160 2,131,593 2,715,753 
Cascade Detergent — 190,603 190,603 
Comet Cleanser 2,030,870 1,474,473 3,505,343 
Crisco Veg. Shortening 1,324,720 1,635,572 2,960,292 
Drene Shampoo 78,150 350,304 428,454 
Duz/Blue Dot Duz 260,940 — 260,940 
Duncan Hines Prods. 7,160,210 85,391 7,245,601 
Gleem 1,959,240 5,553,572 7,512,812 
Total 15,801,470 14,230,139 30,031,609 

TATHAM-LAIRD 

Spot Network Total 
Mr. Clean 5,796,130 1,797,119 7,593,249 
Amer. Family Detergent 158,140 - 158,140 
Total 5,954,270 1,797,119 —_7,751,389 











agency ordinarily will make an ad- 
vertising recommendation that isn’t 
likely to be approved by the P&G 
brand men, the media and production 
departments, etc., because the ap- 
proval of these people is necessary 
for the completion of any campaign. 
Therefore, friction between parties is 
negligible to begin with. In a serious 
disagreement the agency's opinion 
will be accepted if it has the full 
backing of the entire staff.” 
Inter-agency cooperation between 
the P&G agencies takes place on a 
media-research level if on no other. 


Six of the agencies’ research depart- 
ments are responsible for updating 
tv coverage data and newspaper in- 
formation in each of six regional 
areas of the country. The material is 
available to P&G from each agency, 
with the company then furnishing the 
area studies to other agencies as 


needed. 
Compton Oldest 


In point of historical significance, 
Compton Advertising, Inc., is the 
oldest of Procter & Gamble’s agencies, 


having worked on Ivory soap since 


1922. Sometimes referred to as P&G's 
“house agency,’ Compton can point 
out that it placed slightly less than 
one-third of the total 1959 tv invest- 
ment of Procter & Gamble. By virtue 
of its work through the years on a 
variety of products, however, Comp- 
ton was responsible for spending the 
not insignificant sum of $30 million 
P&G dollars in spot and network last 
year. Leading brands were relative 
newcomers in the P&G group—lIvory 
Liquid and Duncan Hines mixes. The 
importance of Procter & Gamble to 


(Continued on page 75) 
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n the past decade the stock-market 
i performance of Procter & Gamble 
has been one of the most notable in 
American industry. Its earnings have 
been climbing steadily since 1952. 
Its stock price on the New York Stock 
Exchange has ranged from $26.3714 
in 1950 to a high of $136 earlier this 
year. Dividends which were paid out 
at a rate of $1.30 per share in 1952 
have risen to the present level of 
$2.60 per share. And this perform- 
ance is adjusted to reflect the two- 












for-one split in the stock in June 























































The Ivorydale plant, as it looked in 1886 


1956. 

The top performance of P&G came 
this year when its net income rose 
to $98 million, or $4.73 per share, 
from $81.6 million, or $3.96 per 
share, in fiscal 1959. Sales for the 
June 30, 1960, fiscal year totaled 
$1,441,548,293, compared with $1,- 
368,532,426. Moreover, this growth 
at P&G is developing at an accel- 
erated pace. At the annual meeting 
Oct. 11 Neil H. McElroy, P&G chair- 


man, reported that the company’s 


Profits prove 
success 


Sales pass $1.4 billion 

. sales and earnings in the first quarter 
as company continues of the 1961 fiscal year are continu- 
to expand into ing to show the same favorable gains 
as in the past year. 


1955 


have been increasing at an annual 


new product fields Per-share earnings since 
rate of slightly less than 10 per cent. 
But in 1960 that rate almost dou- 
bled. There are a number of factors 


involved in the driving advance of 


P&G, and a good many of those fac- 
discussed, explored and 
analyzed elsewhere in this issue. It’s 
worth noting some of them briefly 


tors are 


here. 

The company has developed a 
number of successful new products— 
Tide, Cheer, Liquid Ivory, Comet, 
Mr. Clean and many more. It also 
has made several acquisitions. It ac- 
quired Victory Soya Mills, Ltd., 
Toronto, a soybean-processing com- 
pany in 1954, W. T. Young Foods, 
Inc., peanut-butter plant in Lexing- 
ton, Ky., in 1955, and the Duncan 
Hines assets in 1956. In 1957 it ex- 
panded in the paper-products field 
with the purchase of Charmin Paper 
Mills of Green Bay, and in that year 
it also purchased the business and 
properties of the Clorox Chemical 
Co., thus putting the company into 
the household-bleach and disinfectant 
field for the first time. There were 
others through the years. 

Expanding Abroad 

Foreign operations have been ex- 
panded fast enough since the end 
of World War II so that at present 
they are estimated to account for at 
least 20 per cent of the company’s 
profits. P&G products are marketed 
in 130 foreign countries, and the 
company has production facilities in 
10 foreign nations, including Can- 
ada, Great Britain, France, Belgium, 
Italy, the Philippines, Mexico and 
Venezuela. 

Needless to add, the company has 
been one of the largest and shrewdest 
advertisers in the United States, with 
special emphasis on its knack’ of 
using television to introduce and 
gain immediate national acceptance 
for a product. 

Briefly then, P&G is a company 
with a tremendous range of activi- 
ties, having given repeated proof of 
its ability not only to produce a good 
product but to market it intelligently 
This 


quality above all others about P&G 


and profitably. reflects one 


that an investor should always seek 
first in determining whether or not 
















Today, Cincinnati manufacturing headquarters are spread over 175 acres 
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Can- 
aaa P&G Financial Record 
and 
has Sales Earnings Dividends Market Price 
mo 1950 $ 632,886,000 $3.17 $1.63 2634-35 % 
~ of 1951 860,688,000 2.66 1.50 3134-40 
and 1952 818,085,000 2.16 1.30 314-35 
ance 1953 850,263,000 2.18 1.30 2956-3534 
a 1954 911,050,000 2.71 1.63 34-49% 
eck: 1955 965,797,000 2.96 1.75 45%-54 
t of 1956 1,038,290,000 3.05 1.75 4514-554 
ood 1957 1,156,389,726 3.44. 1.85 4438-57 
ntly 1958 1,295,163,269 3.56 2.00 55-70% 
= 1958 1,368,532,426 3.96 2.10 7314-9034 
he 1960 1,441,548,293 4.73 2.40 8134-136 
not 
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he is making a good investment: top- 
quality management. And P&G has 
proved that it has a management 
organization that ranks among the 
foremost of the nation. 

The P&G management is faced 
with the fact that the company is in 
a stiffly competitive, restless, surging 
and somewhat fickle business. Old 
products must be constantly screened 
and improved, while new products 
are developed, tested and introduced 
continually. Over 70 per cent of 
P&G’s household sales are in items 
that didn’t even exist in 1946. And 
the volume derived from sales in the 
food division alone equals the com- 
pany’s total volume in 1940. This 
means there can be very little man- 
agement opportunity for relaxation 
or sitting back to enjoy the fruits of 
a job well done. It is a constant battle 
requiring the greatest output of 
energy and imagination by its exec- 
utives, unrelenting sales efforts, efh- 
ciency in production, constant re- 
search and development for new 
products and a sound, intelligent 
program of financial planning. 


71 World-Wide Plants 


To appreciate this element of man- 
agement know-how, it’s worth taking 
a look at P&G’s structure and opera- 
tions. P&G’s business is conducted 
through 71 world-wide plants and 
with over 31,200 employes. Direction 
for this huge organization stems di- 
rectly from the firm’s headquarters 
in Cincinnati. 

The president of the company, 
Howard J. Morgens, is the undis- 
puted operating head of the entire 
business. He reports directly to the 
board of directors, which is presided 
over by chairman Neil H. McElroy, 
who stepped out of the presidency of 
P&G in 1957 to become Secretary of 
Defense and then returned to P&G 
after two years in Washington to 
assume the board chairmanship. The 
chairman attends the company’s 
weekly executive meetings but does 
not overrule or check the decisions 
of the chief executive. 

The board of directors 


monthly. An administrative commit- 


meets 


tee is composed of 15 members of 
the executive group, including the 
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board chairman, president, divisional 
vice presidents and the comptroller. 
The committee meets weekly, and its 
resolutions, which are, in a broad 
sense, the closest to regular operating 
directives, are channeled down 
through the organization. Only three 
individuals report directly to the pres- 
ident—two executive vice presidents 
and the administrative vice president. 
And one of the rules of procedure 
in the company requires that no more 
than seven men report to a top exec- 
utive. This tight span of control re- 
sults in closer contact between each 
individual and his immediate super- 
visor in the management organiza- 
tion. It also results in clearer com- 
munications, less confusion and un- 
certainty. 

This well-organized operation has, 
since 1900, doubled the sales volume 
of its household products every 10 
years. And it has managed to earn, 
over the past 10 years, an average 
annual profit margin, after taxes, of 
from five to six per cent. This sales 
and profit performance is impressive, 
since it has been scored in a business 
where, while consumer products such 
as soap, detergents, shortening, etc., 
have a stable demand, the raw ma- 
terials involved have been subject to 
wide fluctuation. 

As a buyer of oil seed, it is at the 
mercy of the farmer, since it can ac- 
quire only what he decides to plant. 
Occasionally this means it will be 
confronted with a huge surplus or 
shortage, causing a sharp rise or 
fall in the raw-materials costs. Yet as 
late as 1956 a study by the American 
Institute of Management showed that 
not one of the company’s 25 house- 
hold brands was being made and 
sold on an unprofitable basis. This 
type of performance accounts for the 
fact that over the years P&G has 
never reported an operating profit 
of less than 614 per cent on sales, 
and in some cases it has gone as 
high as 17 per cent. 


Shift to Chemicals 


The steady shift toward greater use 
of chemicals is expected to help 
stabilize the company’s problems on 
the cost of raw materials, for chemi- 
cals are not subject to the wide 


swings of the natural raw materials. 

The shift to chemicals was where 
P&G got the jump on the rest of the 
industry in the detergent field. In a 
sense, this is a misleading statement, 
for soaps are also detergents, but 
Tide and Cheer, which should be 
termed synthetic detergents, are still 
called detergents. P&G got the jump 
with synthetic detergents primarily 
through its emphasis on research, an 
element of modern business that has 
had a comparatively long history at 


P&G. 


Soap and Candles 


The company, formed in 1837 by 
William Procter and James Gamble, 
started producing soap and candles. 
There were the conventional moves 
to diversify and/or expand the com- 
pany’s operations over the years, but 
the most important step came in 
1887 when William Procter hired a 
chemist to work in a corner of the 
company’s plant. From then until 
1921 research and development ac- 
tivities were carried on but only as a 
segment of the production depart- 
ment. 

It was then expanded, and in 1938 
the company’s chemical and engineer- 
ing divisions were given separate 
status. Ten years later an independ- 
ent research and development group 
was organized, and in 1950 a sepa- 
rate research department was set up 
for the toilet-goods division. In 1952 
P&G took over 257 acres and built 
a special laboratory in Miami Valley, 
Ohio, for basic research. Product de- 
velopment, or practical research, was 
centered in the Ivorydale Technical 
Center in Cincinnati for all divisions. 
In 1959, with the opening of the 
Winton Hill Technical Center just 
outside 


responsibilities 


Cincinnati, 
for practical research were split: 
Ivorydale retained soaps and toilet 
goods, while food products and over- 
seas were moved to Winton Hill. 
There are other facilities on spe- 
cial projects at the Ivorydale plant, 
a cellulose-and-oil-seed by-products 
research plant in Memphis, Tenn., 
and others at Newcastle-on-Tyne, 


England, and Hamilton, Canada; 
there are still other facilities in vari- 


(Continued on page 70) 








I sure have to be 
shown before | buy 
Spot Television 
time. 


And KOMU-TV, 
Channel 8, Columbia, 
has me sold solid 

on Mid-Missouri as 

a market which 

must not be missed. 


3 REASONS WHY: 


¢ No distant St. Louis 
or Kansas City station 
can sell 
Mid-Missouri. 


¢ KOMU-TV 
covers this market 
of half million 
people best of all. 


¢ Nielsen Documents 
KOMU-TV’s 

big audiences in 
Columbia, 

Jefferson City 

and all the important 
Mid-Missouri 

trading centers. 


If you too, 

have to be shown... 
Call KOMU-TV's 
National 


Representative 
AVERY-KNODEL, 
effective 
October 1, 1960 


KOMU-TV 
Channel 8 
NBC - ABC 


Columbia, Mo. 


































JOHNSTOWN - CHANNEL@ 
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WJAC-TV has no quarrel with statistics. 
After all, according to ARB and Nielsen, it’s 
the Number 1 Station in the Johnstown- 
Altoona Market. But statistics are only part 
of the story. Sales results are the real yard- 
stick of a station’s effectiveness---and here’s 
where WJAC-TV consistently rates high with 
advertisers. Mr. Paul Dech, owner and man- 
ager of Moxham Lumber Company, has this 
to say: 


“There are plenty of prospects for our Custom- 
Made Kitchen units in our marketing area--- 
and WJAC-TV provides one of the quickest, 
most economical ways of producing valuable 
leads. We consider WJAC-TV an important 
member of our sales team!” 


Whatever your product or service happens to 
be, WJAC-TV can really deliver the pros- 
pects. It’s the Number One station in audi- 
ence---and audience response! 


get the whole story from 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 
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Television Age Network Program Chart—Nighttime 


MONDAY 













TUESDAY 


WEDNESDAY 












THURSDAY 




















6:45 





| News 
| Amer, Home 









ABC CBS NBC ABC CBS NBC ABC cBSs NBC ABC CBS 
John Daly John Daly John Daly | John Daly 
News News News News 





Texaco, News 
Huntley- Amer. Home 
| Brinkley Schlitz 
T — it neat 





t 
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To Pe te —_ ome 
7:45 | cheyenne pe. , = Panag ane . Colgate- 
H. Curtis Simonize Palmolive 
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Andy Griffin 


9:45 Gen. Foods 









Adventures tn Hennesey 
10:15 | Paradise P. Lorillard 
Gen. Foods 
10:30 T 
Peter Gunn = 
45 ‘Bristol Myers Rr 
im. J. Reynolds Schick 





8:15 Carnation The Rifleman oene Gee 
. Goodyear P&G 
8:30 T ~-- 4 —+- 
| Bringi u Tales of 
9:45 | Surtsides "Buddy — | Wells Fargo | Wyatt Earp | Poble Gillis 
Am. Tobacco P&G - 
Scott alt Gen. Mins Philip Morris 
9:00 |- t+ —-  —}— -~+—-~~--— 
‘Dan Th | —— 
} ny Thomas ow 
9:15 Shew Klondike a Quaker Oats 
Gen. Foods | st. Reynolds - &G 


Dante 
Red Skelton 
Alberto-Culver Pet Milk 
— S. C. Joh 
Singer fe . sohnson 


oa + 


Barbara Stan- 
wyck Theatre 
Alberto-Culver 
alt Am. Gas 


Alcoa Presents 
Alcoa 


Show 
Jackpot 
Bowling 

Bayuk 2/3 wkly 

Brunswick 

Balke 











Nighttime Index 


Adventures In Paradise ABC M 9:30 
Cluett Peabody, DuPont, J, B. 
Williams, Whitehall, L&M 

Alcoa Presents ABC Tu 10 

Andy Griffin CBS M 9:30 

Angel CBS Th 9 

Ann Sothern CBS Th 9:30 

Armstrong Circle Theatre CBS W 10 

Bachelor Father NBC Th 9 

Barbara Stanwyck Theatre NBC M 10 

Bat Masterson NBC Th 8:30 

Bonanza NBC Sat 7:30 

Bringing Up Buddy CBS M 8:30 

Bugs Bunny ABC Tu 7:30 

Candid Camera CBS Sun 10 

Checkmate CBS Sat 8:30 
Brown & Williamson, Lever, Kim- 
berly-Clark 

Chevy Show NBC Sun 9 

Cheyenne ABC M 7:30 

R. J. Reynolds, Peter Paul, P&G, 

Ralston, Union Carbide, Bristol 

Myers 


jack Paar 





Danny Thomas Show CBS M 9 

Dan Raven NBC F 7:30 
Dow Chemical, Colgate, Stude- 
baker, Pan Am. Coffee, Mentho- 
latum, Beechnut Life Savers, 
Mogen David, Simonize 

Dante NBC M 9:30 

Dennis the Menace CUS Sun 7 

The Deouty NBC Sat 9 

Dobie Gillis CBS Tu 8:30 

Donna Reed ABC Th 

The Ed Sullivan Show 

Expedition ABC Tu 7 

Eyewitness to History CRS F 10:30 

Face The Nation CBS M 10:30 

Father Knows Best CBS Tu 8 
Bristol Myers, Kellogg, Scott 

Fight of the Week ABC Sat 10 

G. E. Theatre CBS Sun 9 

Garry Meore Show CBS Tu 10 
Plymouth, Polaroid, S. C. Johnson 

Groucho Marx NBC Th 10 
Lorillard, Toni, Gold Seal 

Guestward Ho! ABC Th 7:30 

Gunsmoke CRS Sat 10 

Harrigan & Son ABC F 8 


230 


8 
CBS Sun 8 


+ 


Huntley- Amer. Home 
Brinkley | wt 
Report | Carter 


Heng Keng Pom... 2 









Huntley- P. Morris 
Brinkley Schlitz 
Report 


Guestward 
Ho! 
Ralston 
7-Up 


Wagon Train The Witness 


Donna Reed 
Show 
Campbell Soup 
4 4 4 ay to 
Wanted—Dead| The Price Is 
Hitchcock Ozzie & | or Allve Right Zane Grey 
Presents a Brown and (coler Real McC: 8. 0 seum 
Ford Ww + cCoys . Johnsoi 
Kodak alt Kimberly- ee P&G P. Lorillard 
_Coca Cola | Clark | . 
My Sister Perry Com My Three 
Thrtter Hawaiian Eileen Sons “ — . 
Eye Colgate I Chevrolet -—_., Cues 
Pillsbury 


I've Got A 
Secret 


R. J. Reynolds 
alt Bristol- 
Myers 


NBC Specials pene 
Circle Theatre 
Armstrong 
Cork Talty 
U. S. Steel 
Hour 
| U. 8. Steel 


Naked City 


Jack Paar 





Have Gun, Will Travel CBS Sat 9:30 

Hawailan Eye ABC W 9 
Carter, Whitehall. Amer. Chicle, 
Ritchie, Oldsmobile, Colgate 

Hennesey CBS M 10 

Hong Kong ABC W 7:30 
Ritchie, Kaiser, Armour, 

Hitchcock Presents NBC Tu 

The Islanders ABC Sun 9:30 
L&M, J. B. Williams, Warner 
Lambert, United Motor, Dupont, 
Brillo 

I've Got A Secret CBS W 9:30 

Jack Benny Program CBS Sun 9:30 
Lever, State Farm, Mutual 

Jack Paar NBC M-F 11:15 

Jackpot Bowling NBC M 10:30 

John Daly & News ABC M-F 6 

Klondike NBC M 9 

Kraft Music Hall NBC W 9 

Laramie NBC Tu 7:30 
Colgate, Pitt Plate Glass, Pee- 
stone, Pan Am. Coffee, Dow, 
Brown & Wmsn, Beechnut Life 
Savers, Simonize 

Lassie CBS Sun 7 


Derby 
8:30 


The 


Untouchables Gen. Foods 


Person to 
Peter Loves 
Mary Person 
P&G 
Take A Good June Allyson 
Look 
Show 
st 10/27 De 
Dutch Master apomt 
Cigars 


Jack Paa 













Lawman ABC Sun 8:30 
The Law and Mr. Jones ABC F 10:30 
The Lawrence Welk Show ABC Sat 9 
Leave It To Beaver ABC Sat 8:30 
Loretta Young Show NBC Sun 10 
Love & Marriage NBC M 8 
Make That Spare ABC Sat 10:30 
Man From Interpol NBC Sat 10:30 
Markham CBS Th 9:30 
Matty’s Funday Funnies ABC F 7:30 
Maverick ABC Sun 7:30 
Brillo, Reynolds, Armour, Kaiser, 
Derby, Noxzema 
Meet the Press NBC Sun 6 
Michael Shane NBC F 10 
TuPont, Oldsmobile, Pitt Plate 
Glass 
Mr, Garland CBS F 9:30 
Mr, Lucky CBS Sat 9 
My Sister Eileen CBS W 
My Three Sons ABC Th 9 
Naked City ABC W 10 
Bristol Myers, Brown & Wmsn, 
Dupont, Sunbeam, Dow, Shaway 


° 







der 
National Velvet NBC Sun 8 




































Notes: When participating programs and other programs have more than two 
sponsors, names of sponsors appear with alphabetical listing below chart. 


Family 7:30-8:30; 11/15 Dow Hour of Great Mysteries 10-11; 11/16 Bob 
Hope Buick Show 9-10; 11/17 Wonderland on tce 7:30-8:30; 11/18 
Dave Garroway 9-10; 11/20 Hallmark Hall of Fame “‘Macheth”’ (color) 
6-8; 11/22 Project 20 “‘Those Ragtime Years’ 10-11; 11/24 Thanks- 
giving Day Circus (color) 10-11 a.m.; 11/24 Thanksgiving Day Parade 
(color) 11-12 noon; 11/25 Bell Telephone Hour (color) 9-10; 11/29 
NBC White Paper 10-11. 
CBS: 11/4 Presidential Countd 9:30-10; 11/8 Presidential Election 
Returns 8:30 to conclusion; 11/19 DuPont Show of the Month 9:30-11; 
11/20 Harry Belefonte 10-11; 11/21 Tomorrow 9:30-10:30; 11/30 Red 
Skelton Special 8:30-9:30 U. S. time; 11/30 Family Classics 7:30-8:30. 


YL 


ABC: 11/3 Bell & Howell Close-Up 10:30-11; 11/6 Campaign Round- 
up 2:30-3; 11/7 Republican Presidential Candidate's Speech 11-12 mid; 
11/8 Election Coverage 9 (tent.); 11/14 John Wayne Show 9:30-10:30; 
11/20 TBA 10:30-11; 11/24 Football Games TBA; 11/25 Bell & Howell 
Close-UP! 8-8:30; 11/27 TBA 10:30-11. 

NBC: 11/1 Dean Martin (color) 10-11; 11/4 O’Connor’s Ocean 9-10; 
11/8 Elections; 11/11 Bell Telephone Hour ‘‘And Freedom Sings”’ (color) 
9-10; 11/13 Omnibus “He Shall Have Power’’ 5-6; 11/14 Story of a 






































FRIDAY SATURDAY SUNDAY PM 
NBC ABC CBS NBC ABC CBS NBC ABC CBS NBC 6:00 
r H 
i John Daly | | | } Meet the 
| News | | Oh Those Press 
Bells 6:15 
| | | (sust) Manhattar 
| | | 
| Shirte 
| 
} - ft - --+ - - +————}—— - _—} 6:30 
| | 
| | 
Walt Disney Twentieth 
— Presents pe oa —_— An re | 6:45 
Pa —. — Prudential | ER. Squibb 
it _|_alt_P. Morris Brinkley a | - = 4 +———_——-] 7:90 
| Report Shirley Temp) 
Lassie . ’ 
| —__——_ Campbell re 71S 
News Soup s 
+ - _— + $$} _ + — +—_—__——|] 7:30 
Matty’s Dan Raven Roaring '20’s Dennis the 
Funda: Perry Mason Menace * 
aeons sealed Best Foods 7:45 
Mattel Bonanza alt Kellogg 
----} iw —+-— + —+ am’ tos ; —| 8:00 
\ T ) 
Outlaws Harrigan Rawhide R. “ 
& Son : - , National 
Reynolds averick Velvet . 
Suan 8:15 
The Ed alt Gen. Mills 
Sullivan Show 
> = ce a ae | —Cotgare=-—> 8:30 
‘al an Palmolive 
Tab Hunter 
The The Westerner} Leave It to Reynolds Fastman- 
yp Flintstones Warner Lam. Beaver Checkmate 2/3 wkly Lawman - Kodak én ante 8:45 
mus fee Miles Beechnut Raleton Beech R. J. Rey s 
eo Sree, Reynolds on Life Savers | Gen. Electric Life Savers Whitehall 
01 * 
} 4 —Therrolet 4 — ee — a ————p | OOD 
Bachelor Marlboro Spocials The D The Rebel 
Father Sterling pial ma P&G G. E. Theatre ous 
Am. Home I 2/3 wkly Union Carbide General 5 
alt AT&T Polaroid Liggett Electric 
Am. Tobacco The & Myers Chevy Show 
| | a.—| } } - 9:30 
77 Sunset Welk 
nnesse Stri 
on “y's . Mr. Garland Show Have Gun. | The Nation’s | The Islanders | Jack Benny 9:4 
ra eure Liggett & Dodge Will Travel Future Program 745 
Myers J. B. Williams Lever st. 11/12 Lever 
Plymouth Whitehall State Farm 
4 Ee —_— +—_Mutual_—_+—________—_ 9:00 
Gunsmoke Loretta Young 
Show 
Robert Michael Liggett & did Camera 
G h Taylor's Twillaht Zone Shane The Fight of Myers pee eee = a 10:15 
veushe Marx Detectives a ag Beechnut the Week Remington patty : aor 
P&G ~e. . Life Savers | Gillette, Miles Rand am 
t + + + = 4 + ——_——_+—#$_—_———+ 9:30 
| This ts Your 
The Lawand | What's Life 
Mr. Jones -_—— at Man From My Line Block alt 10:45 
Procter & | wWirestone Interpol The Walter tna scsi 
Gamble oe Glenbrock | Winchell Show | “’aneer 
ri * 2 | i ee) Pe nls Hazel Bishop 1:00 
| | | . 
Jack Paar Jack Paar Make That Sunday News 
Spare Spectal 
| Brown & Whitehall His 
Wmsn Carter_ 
Gillette 
NBC Specials Tu 10 Rawhide CBS F 7:30 Stagecoach West ABC Tu 9 Glenbrook, Am. Tobacco, All 


New Comedy Showcase CBS M 10 

News CBS M-F 6:45; 7:15 
Whitehall. Philip Morris, Carter 

Oh Those Bells CBS Sun 6 

Outlaws NBC Th 7:30 
¥. I. Dupont, Studebaker, Warner- 
Lam., Pan Am. Coffee, Gold Seal, 
Colgate, Brown & Wmsn, Ford, 
Beech Nut Life Savers, Mogen 
David, Simonize 

Ozzie & Harriet ABC W 8:30 

People Are Funny NBC Sun 6:30 

Perry Como NBC W 9 

Perry Mason CBS Sat 7:30 
Colgate, Parliament, Sterling, 
Drackett, Pream, Hamm Brewing 

Person to Person CBS Th 10 
Polaroid, Lanolin Plus, Burling- 
ton Mills, Wander Co. 

Pete & Gladys CBS M 8 

Peter Gunn ABC M 10:30 

Peter Loves Mary NBC W 10 

Play Your Hunch NBC F 9 

The Price Is Right NBC W 8:30 


Nabisco, Mutual of Omaha, Philip 
Morris, Bristol Myers, Drackott 

Real McCoys ABC Th 8:30 

The Rebel ABC Sun 9 

Red Skelton CBS Tu 9:30 

Rifleman ARC Tu $ 

Riverboat NBC Mon 7:30 
Readers Digest, Gold Seal Wax, 
Block Drug, E. I. Dupont, P&G, 
Norwich Pharmical, Warner- 
Lam., Studebaker, R. J. Reynolds, 
Simonize, Mogen David 

Roaring '20’s ABC Sat 7:30 
Ritchie, Dupont, Anahist, Col- 
gate, Am. Chicle, Derby, Burling- 
ton Mills, Brillo, Carters 

Robert Taylor's Detectives ABC F 10 

Route 66 CBS F 8:30 
Chevrolet, Marlboro, Sterling 

77 Sunset Strip ARC F 9 
American Chicle. Whitehall, 
Ritchie, R. J. Reynolds 

Shirley Temple NBC Sun 7 

Small World CRS Sun 6 

Specials NBC F 9:00 


United Motor Service, Brown & 
Wmsn, Miles, Gen. Foods, Ralston 
Sunday News Special CBS Sun 11 
Surfside 6 ABC M 8:30 
Brown & Wmsn, Pontiac, Cluett 
Peabody, Whitehall 
Tab Hunter NBC Sun 8:30 
Take A Good Look ABC Th 10:30 
Tales of Wells Fargo NBC M 8:30 
Tennessee Ernie NRC Th 9:30 
Texaco, Huntley-Brinkley Report NBC 
M-F 6:45 


Esquire 
The Aquanauts CBS W 7:30 
Carter, Lorillard, Vicks, Kellogg, 
General Foods 
The Deputy NBC Sat 9 
The Flintstones ABC F 8:30 
The Nation’s Future NBC Sat 9:30 
The Witness CES Th 7:30 
R,. J, Reynolds, H. Curtis, Schick, 
uire 
This Is Your Life NBC Sun 10:30 
Thriller NBC Tu 10:30 


State Ins., Dupont, Beechnut Life 


Savers 
Tom Ewell Show CRS Tu 9 
To Tell the Truth CBS M 7:30 
Twentieth Century CBS Sun 6:30 
Twilight Zone CBS F 10 
U. S. Steel Hour CBS W 10 
The Untouchables ABC Th 9:30 
L&M, Armour, Ritchie, Whitehall, 
Prestone, Sunbeam 
Video Village CBS F 9 
Wagon Train NBC W 7:30 
Reynolds, Ford, National Biscuit 
Walt Disney Presents ABC Sun 6:30 
Gen, Mills, Derby, Luden’s, Dow. 
Bristol Myers, Brillo, Canada 
Dry, Johnson & Johnson 
Walter Winchell Show ABC F 10:30 
Wanted—Dead or Alive CPS W 8:30 
The Westerner NBC F 8:30 
Warner Lam., Beechnut, Life 
Savers, Mogen David, Simonize 
What's My Line CBS Sun 10:30 
Wyatt Earp ABC Tu 8:30 
Zane Grey Theatre CBS Th 8:30 


The set shown with Mr. Upton is the RCA Victor Abington 


John D. Upton, V.P of N.W. Ayer & Son, Inc.: 
“Color is coming so fast in today’s programming that 
I'd frankly feel lost without a color set in my home.” 


Like Mr. Upton, more and more people in marketing and 

communications find that owning a color TV set has become 

downright essential. How else, they say, can you keep 

abreast of the opportunities in this fast-growing and ever- 

changing medium? How else can you learn, so quickly, how The Most Trusted Name in Television 
to use color TV to your own best advantage? RADIO CORPORATION OF AMERICA 


DO YOU HAVE A COLOR SET? IF NOT, ISN’T IT TIME YOU DID? 
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December 

Bride Dough-Re-M: 
Eastman Nabisco 
Kodak 

Vick Chem. 


Captain 
Kangaroe 
partic. 


Shari Lewis Lamp Unto 
colo My Feet 
Na Biscuit sust 











Video Village King Leonardo 
J. B. 


a Play Your & His Short Look Up 
Vick Hunch Subjects -* 
Eastman x . 


M 








‘ = : Magic Land UN in 
| | Love Lucy rice Is TBA Action 
Morning Court Right naan 
(color) 





| Camera Three 


Love That | Mighty Mouse | Lone Ranger 
Bob sust 


|Clear Horizons | Concentration Colgate Gen. Mills 


News 
11:55 








| 
‘ s i , | 
| Love of Lite Lunch with Sky King True Story Matty’s 


Truth Or Soupy Sales Nabisco Sterling Funday 
Consequences Gen. Foods alt sust Funnies 


The Texan 
Dart 





| 
| 
| 
| 


——— EEE 
Search For 
Tomorrow it Could Be 





Rocky and 
News With | ; 
P&G You Robert Trout | Detective’s His Friends 


“The Guiding (color pare 
Light Sterling 


Queen For A | 
— | P&G = - . es paws alt sust 
| 


Day 


1-1:05 

About Faces CRS News 
TBA 

Mr. Wizard (st 11/13) 

sust 























Daytime Index 


About Faces ADC M-F 1 Tape, Noxzema, Grocery, Welch, Day In Court ABC M-F 2 Mogen David H 
Bordenms, Ban, Ex-Lax, Mystic Armour, Ex-lax, A. E. Staley, Ban, Welch, Noxzema, Brillo, House Party CBS M-F 2:30 P 
Tape, Staley, Block, Brillo, Bet- Lady Esther, S. C. Johnson, Campbell, Dow, Johnson & John- Lever, Scott, Armstrong, Chicken Ss 
ter Vision, Bon Ami, J. B. Wil- Knapp, Monarch, Peter Paul, son, Gen. Foods, Reynolds, Miles, of the Sea, Kellogg, Carnation, Pr 
liams, Borden, Nabisco, Sterling, Ponds, Reynolds, Old London Old London, Armour, Ex-Lax, Pillsbury, Bauer & Black, Hoover. Li 
Adolphs, Ponds, S. C, Johnson, Bowling Show NBC Sat 4:30 Lever, Sterling Drug, Ponds, J. B. Williams, Drackett N 

er, Armour, Minute Maid, The Brighter Day CBS M-F 4 Lady Esther, Whitehall, Coty, 1 Love Lucy CBS M-F 11-11:30 Love | 
Dow, Maxwell House, Peter Paul, Drackett, Best Foods, Armstrong Min, Maid, 8, C. Johnson Lever, Kodak, U. 8. Steel, Best A 
Noxzema, Campbells Camera Three CBS Sun 11:30 December Bride CBS M-F 10 Foods, Vick B 

Adventure Theatre NBC M-F 4:30 Captain Gallant NBC Sat 5 Detective’s Diary NBC Sat 12:30 It Could Be You NBC M-F 12:30 0 

All Star Golf ABC Sat 5 Captain Kangaroo CBS Sat 10 Dough-Re-Mi NBC M-F 10 Whitehall, P&G, Alberto-Culver, Lunet 

American Bandstand ABC M-F 4 CBS News CBS M-F 1 Nabisco, Gold Seal. Procter-Silex, Nabisco, Miles, Frigidaire, Heinz, Magic 
Armour, Beech-Nut, Gen. Mills, Celebrity Golf NBC Sun 5 Thomas Leeming, Sterling, Block, Thomas Leeming, Mentholatum Make 
Welch, Toni, Northam Warren, Championship Bridge ABC Sun 2 Beechnut, Gen. Mills Jan Murray Show NBC M-F 2 E 
Vick, Lever, Hollywood Candy, No, Amer, Van Lines, Shwayder, The Edge of Night CBS M-F 4:30 Procter-Silex, Nabisco, Mogen s 
Western Tablet, Alberto Culver Sara Lee, West Bend Aluminum P&G, Sterling Drug, Pet Milk, David, Whitehall I 

American Footbal; League ABC Sun Clear Horizons CBS M-F 11:30 Pillsbury, Nabisco, H. Curtis, King Leonardo & His Short Subjects Matty 

2:30 Scott, Colgate, Eastman Kodak, American Home, Quaker Oats, R. NBC Sat 10:30 Might 
Piels, Gen. Cigar. Sinclair Refin- Vick T. French Lamp Unto My Feet CBS Sun 10 The | 

As The World Turns CBS M-F 1:30 — Football Scoreboard ABC Sat Gold Seal, Heinz, Beechnut, Look Up and Live CBS Sun 10:30 Morn 
& Gamble, Carnation. ‘ Purex The Loretta Young Theatre NBC M-F C 

Sterling, Pillsbury, Nabisco, H. College Football Time ABC Sat 4:45 Frontiers of Faith NBC Sun 1:30 2:30 : 
Curtis, Best Foods, R. T. French, College News Conference ABC Sun 1 Full Circle CBS M F 2 Frigidaire, Heinz, P&G, Gold I 
Quaker Oats Concentration NBC M-F 11:30 Fury NBC Sat 11 Seal, Gen. Mills, Toni, Knox , 

Beat the Clock ABC M-F 3 Alberto-Culver, Lever, Frigidaire, The Guiding Light CBS M-F 12:45 Gelatin, Simonize, Beechnut ] 
Lever, Johnson & Johnson, Heinz, Miles, Nabisco, Whitehall, Here’s Hollywood NRC M-F 4:30 Love that Bob ABC M-F 11:30 s 
Bordens, J. B, Williams, Better Mennen, Procter-Silex, Gen. Colgate, Whitehall, Culver, Toni, Nabisco, Brillo, Mrs. Filbert, 


Vision, Dow, Nabisco, Mystic Mills, Thomas Leeming, Simonize Beechnut, Gen, Mills, Heinz, Gen, Mills, Old London, Ex-Lax, Mr. 





MONDAY-FRIDAY 
ABC CBS 





College News 
As The Conference Frontiers of 
World Turns Faith 


SUK 
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Jan Murray ball Time 
Day ta Court , 
i Cire se Union Carbide 
ow aa — Willard Stor- NBA 
age Batteries 
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partic. | 
NCAA Foot- a 1 
The Loretta ball Games 
Young Theatre Gillette 
Humble Oil 
Competition 
Motors 











House Party American 
Football 
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Pro Football 
various 
sponsors 


The 
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for Daddy 
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The Edge of Here’s ball Scoreboard Bowling 
Night Hollywood Gen. Mills Show 
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—EE EE 





All Star Golf — 
Reynolds allant 
Metals Gen. Mills Celebrity Golf 
Beechnut Kemper (alt) 
Life Savers 
Action/- Saturday Prom 
Cartoon i Beechnut GE College 
j Kemper (alt) 
Series Life Savers Rocky and ‘ Bowl : Amer. Photo 
His Friends Gen. Electric | (alt) 





| 
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—+ - 
| 
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Time: Present 























Hartz, Welch, Better Vision, My Friend Flicka ABC W 5:30 Rin Tin Tin ABC M-F 5:30 Time: Present NBC Sun 5:30 


ion, 
ver. 


Best 


iver, 
inz, 


gen 


jects 


M-F 


Gold 


Peter Paul, Melmac, Gen. Foods, 
Staley, S. C. Johnson, Dow, 
Ponds, Johnson & Johnson, Miles, 
Lady Esther, Sterling, Armour, 
Noxzema, Campbell 

Love of Life CBS M-F 12 
American Home Prods, Lever, 
Best Foods, R. T. French, Quaker 
Oats 

Lunch with Soupy Sales ABC Sat 12 

Magic Land CBS Sat 11 

Make Room for Daddy NBC M-F 4 
Heinz, Gen. Mills, Toni, Procter- 
Silex, Culver, P&G Thomas 
Leeming 

Matty’s Funday Funnies ARC Sun 5 

Mighty Mouse CBS Sat 11:30 

The Millionaire CRS M-F 3 
Colgate, Drackett, Vick, Gerber, 
Quaker Oats 

Morning Court ABC M-F 11:00 
Campbell, Lever, J. B. Williams, 
8. C. Johnson, Bordens, Block, 
Ponds, Whitehall, Nabisco, Gen. 
Mills, Dow, K-Monarch, Peter 
Paul, Adolphs, Johnson & John- 
son, Lant, Old London, Melmac, 
Noxzema, Carter 

Mr. Wizard NBC Sat 1 


Gen, Mills, Kool Aid 
NBA Basketball NBC Sat 2 


National League Football Games CBS 
Sun 2 
News CBS Sun 11:55 
News With Robert Trout CBS Sat 
12:30 

Open Hearing ABC Sun 3 

Play Your Hunch NBC M-F 10:30 
Sterling, Brown & Wmson, White- 
hall, Miles, Heinz, Hartz, Gen. 
Mills, Mentholatum, Simonize 

Queen For A Day ABC M 12:30 
Carter, Melmac, Campbell, Brillo, 
Adolphs, Peter Paul, 8S. C. John- 
son, J. B. Williams, Hartz, Ex- 
Lax, Johnson & Johnson, Staley, 
Borden, Lever, Chesebrough- 
Ponds, Noxzema, Minute Maid, 
Alberto-Culver, Sterling Drug, 
Armour, Coty, Dow Corning 

The Price is Right NBC M-F 11 
Lever, Sterling Drug, Whitehall, 
Frigidaire, Heinz, Alberto-Culver, 
Miles, Mentholatum, Chemstrand, 
Thomas Leeming, Toni, Beechnut 

Pro Football NBC Sun 2 


Gen. Mills 

Road to Reality ABC M-F 2:30 
Brillo, Block, Dow, Carter, Bon 
Ami, Johnson & Johnson, Ster- 
ling Drug, Lever, Ponds, 8. C. 
Johnson, Whitehall, Nabisco, 
Campbell 

Rocky and His Friends ABC Sun 12:30 

& 5:30, Tu, Th 5:30 

Gen, Mills, Am. Chicle, Peter 
Paul 

Ruff & Reddy NBC Sat 10:30 

Saturday News CBS Sat 12 

Saturday Prom NBC Sat 5:30 

Search For Tomorrow CBS M-F 12:30 

The Secret Storm CBS M-F 4:15 
American Home Prods, R. T. 
French, Scott, Quaker Oats 

Shari Lewis NBC Sat 10 

Sky King CBS Sat 12 

The Texan ABC M-F 12 
Iant, Nabisco, Campbell, Miles, 
Lady Ssther, Mrs. Filbert, 
Adolphs, Noxzema, Bon Ami, 
Lever, Johnson & Johnson, Ar- 
mour, Maxwell House, Ponds, 
Dow, Cracker Jack, Minute Maid, 
Gen, Mills 


True Story NBC Sat 12 

Truth Or Consequences NBC M-F 12 
Miles, P&G, Culver, Nabisco, 
Whitehall, Heinz, Frigidaire, 
Hartz, Beechnut 

UN in Action CBS Sun 11 

The Verdict Is Yours CBS M-F 3:30 
American Home Prods, Lever, 
Sterling Drug, Scott, H. Curtis, 
Drackett, Vick, Quaker Oats, 
Armstrong 


Video Village CBS M-F 10:30 


Who Do You Trust ARC M-F 3:30 
J. B. Williams, Melmac, Knapp 
Monarch, Welch, Nabisco, Gro- 
cery, Minipoo, Campbell, Better 
Vision, Armour, Johnson & John- 
son, Coty, Lever, Gen. Foods, 
Ex-Lax, Staley, Whitehall, Ponds, 
Lady Esther, 8. C. Johnson, Dow 
Corning, Old London, Ban 


Young Dr. Malone NBC M-F 3 
Miles, Sterling, Heinz, Culver, 
Mennen, Plough, P&G, Gold 
Seal, Thomas Leeming, Chem- 
strand, Gen. Mills, Simonize 





“IF THE 


RCA TV TAPE 


RECORDER COST 


$5000 MORE, WE WOULD STILL BUY RCA” 
—says Stanley E. Hubbard of KSTP-TV 


Says Stanley Hubbard, ‘After a careful study for over 
a year, our Engineering Staff decided that the RCA 
Television Tape Recorder was the best on the market. 
It was obvious to us that RCA advantages make all 
the difference in picture clarity and realism. 


“Since that time, we have purchased three TV Tape 
Recorders—one color and one monochrome for 
KSTP, and a monochrome for KOB-TV Albuquerque. 
Today’s increased sales are keeping our facilities 
humming. Our advertisers are sold on the con- 
sistently high quality of our taped commercials.”’ 


The value of installing RCA TV Tape Equipment is 


being proved at more and more stations where 
nothing less than the best will satisfy. Superb pic- 
tures, outstanding convenience in operation and un- 
equalled service during and after the sale are advan- 
tages that only RCA with its years of television 
experience can promise and produce. 


Discover for yourself all the values of owning the 
RCA TV Tape Recorder. Check Stanley Hubbard 
and other enthusiastic users . . . see your RCA repre- 
sentative. He can give many reasons why this 
advanced Tape Equipment is the best buy for you. 


RCA Broadcast and Television Equipment—Camden, N.J. 


The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 




























Film Report 


PILOT PROGRESS 

The pilot pot is starting to perco- 
late again, with several projects get- 
ting under way, either as mid-year 
replacements or for next season. 
ABC-TV has two co-production deals 
in the works: with Warner Bros. for 
Room For One More, a comedy re- 
portedly slated for the Friday night 
7:30 slot, and The New Breed, a 
police-detective series, based on the 
files of the Los Angeles police depart- 
ment, which Quinn Martin will pro- 
duce for the network. 

Others are: Lindsley Parsons- 
Allied Artists’ Patrol Boat 999, deal- 
ing with the activities of the U.S. 
Coast Guard during prohibition; 
Medical Detec- 


tives, based on the work of the public 


Goodson-Todman’s 
health service, to be produced in 
association with Howard Erskine and 
Larry Marks; Dr. Pygmalion, CBS- 
TV project based on the book by Dr. 
Maxwell Maltz on the experiences 
of a plastic surgeon, and Squad Car, 
a Key Productions series on which it 
is planned to film 13 episodes im- 
mediately. 


GET MORE OUT OF LIFE... 
New theatrical features are driving 
people back to their television sets, 
complains a group of theatre owners. 
Frank Mantzke, president of North 
Central Allied, which 
mostly small-town theatre owners, 


represents 


has complained about it to Holly- 
wood. Patrons, he says, are blaming 
theatre owners for what he calls an 
“undue emphasis on sex,” are shun- 
ning the theatres and are turning to 
tv for more acceptable entertainment. 


ACTORS... 

Three-fourths of all actors make 
subsistence wages or less, the Screen 
Actors Guild noted in breakdown of 
members’ earnings in a report to the 
FCC investigation on programming 
practices. Making $2,000 a year or 
less are 10,328 actors; earning be- 
tween $2,000 and $7,500 are 2,732; 
between $7,500 and $15,000—671; 
more than $15,000—672. 


SALES ... 

Tightrope!, distributed by Screen 
Gems, has been purchased by 
Hamm’s beer in a 16-market spread 
on the west coast. Markets include 
Los Angeles, San Francisco, San 
Diego, Seattle, Spokane, Portland, 
Ore., Honolulu, Reno, Las Vegas and 
Fresno. The series, which ran on 
CBS-TV last season, has been sold 
in more than 50 markets. Recent sta- 
tion sales include the 
wTvk Richmond; KPLR-TV St. Louis; 
WBAY-TV Bay; WHYN-TV 
Springfield, Mass.; wBir-Tv Knox- 
ville; KGUN-TV Tucson; KCPX-TV Salt 
Lake City; KkTv Colorado Springs 
and WNEW-TV New York. 

Ziv-UA has sold off alli alternate 


weeks on Brown & Williamson’s 36- 


following: 


Green 


market buy of Case of the Dangerous 
Robin. Most recent alternate adver- 
tisers are Beuger beer, on WHIO-TV 
Dayton; Central Hardware, KTvi St. 
Louis, and Old Milwaukee beer, on 
woop-tv Grand Rapids-Kalamazoo. 
Recent new station sales of the series, 
which has now been sold in 173 mar- 
kets, include KXTV 
WDEF-TV Chattanooga; KMSO-TV Mis- 


Sacramento; 





soula; KOLD-TV Tucson; WJRT Flint; 
WDAU-TV Scranton, and KALB-TV Alex- 
andria. 

Independent Television Corp. is 
going great guns up in Canada in 
both network and market-by-market 
areas. During the month of August, 
says ITC, 42 single-market sales were 
made of 17 of its properties for a 
total of 2,050 half-hours in the Eng- 
lish-speaking regions. Top program 
in terms of sales was Best of the 
Post, which was purchased by seven 
stations. At the same time, the Ca- 
nadian Broadcasting Corp. made its 
fifth buy of ITC product within 10 
months. It was Halls of Ivy, starring 
Ronald Colman and Benita Hume. 

The Jim Backus Show—Hot Off 
the Wire has been sold by California 
National Productions -in another 10 
markets. Sponsor sales include Amer- 
ican Tobacco Co. for Dayton and In- 
dianapolis; Southwest Public Service 
Co. for Roswell, N.M., and Kerns 
Bakery Co. for Nashville. The fol- 
lowing stations are recent buyers of 
the new CNP property: KGMB-TV 
Honolulu; woau-tv Scranton-Wilkes- 
Barre; KFBC-TV Cheyenne; WJIM-TV 


MPO Videotronics, Inc., was admitted to listing and to dealings on the Amer- 
ican Stock Exchange this month. Trading under the ticker symbol M P O A, 
the stock opened on 200 shares at eight and one-half points. Attending open- 


ing ceremonies were Charles P. Kelly (l.), stock specialist; Edward T. McCor- 
mick, American Stock Exchange president, and Judd Pollock (r.), president 
of MPO. 
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Budweiser * D'Arcy Advertising Company 





Eagle Pencil Co. * Shaller-Rubin Co. 





WILBUR STREECH PRODUCTIONS, INC., New York 








ELEKTRA FILM PRODUCTIONS, INC., New York 






Eden Roc (E & J Gallo Winery) * BBDO 


KITV TAPE PRODUCTIONS, Hollywood 





Consolidated Cigar Co. * Lennen & Newell, Inc. 





KLacock FILM PRODUCTIONS, INC., New York 


Farmers and Mechanics Bank * BBDO 





PLAYHOUSE PICTURES, Hollywood 





Dr. Pepper Co. © Grant Adv., Inc. 






KEITZ & HERNDON, Dallas 





Fletcher Castoria * Brown & Butcher 
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| Lansing; KREX-Tv Grand Junction, 
| Colo., and Kip-tv Idaho Falls. 

| Official Films’ new one-minute se- 
ries, Sportfolio, has been sold in 
more than 20 markets, including Los 
Angeles, Miami, Chicago, Boston, 
| Minneapolis, Cleveland, Erie and 
San Antonio. . . . Flamingo Films’ 
Nutty Squirrels Tales, consisting of 
150 six-minute cartoons, has been 
purchased by 20 stations. These in- 
clude wen-Tv Chicago; WCAU-TV 
Philadelphia; KTvi St. Louis; Komo- 
TV Seattle; WNDU-TV South Bend, and 
KDUB-TV Lubbock. 

Peter Robeck & Co., distributér of 
The Pioneers (selected episodes of 
Death Valley Days), has announced 
the availability of an additional 52 
half-hours of the series to bring the 
total to 104. Distributed now in 65 
markets, the additional segments 
make stripping possible. Six stations 
have already elected to convert from 
weekly showings to stripping. : 
Banner Films has sold The Debbie 
Drake Show in 12 markets, including 
Detroit, New Orleans, Miami and 
New York City. 

Although the feature-film market 
continues to be a tight one, distrib- 
utors of late have been raking in 
coin. Programs for Television, Inc., 


reports that total sales for its “Ranks 
#1” package are more than $1 mil- 
lion. Most recent purchasers of the 
PTI films are KTVU San Francisco, 
CKLW-TV Detroit-Windsor, wrtvy Mi- 
ami and wrca-Tv Jacksonville. 
wGR-TV Buffalo, as well as another 11 
stations, has made color purchases 
of “The Latest 62,” feature film pack- 
age distributed by Lopert Pictures 
Corp. There are 26 titles which have 
been made and can be telecast in 
color. .. . WTVH Peoria has purchased 
the Warner Bros. post-'48 package, 
“Films of the °50s,” which is dis- 
tributed by Seven Arts Associated. 

And United Artists Associated 
reports a definite upswing in sales 
of its huge library of feature films 
and cartoons. 

Sales of the Mr. Magoo animated 
series, being syndicated by TV Per- 
sonalities, have reached $750,000, 
according to Henry Saperstein, presi- 
dent of the company. Markets sold in- 


clude Los Angeles, New York, Chi- 















































cago, Washington, Cleveland, Seattle, | Pr = 
Salt Lake City, Buffalo, Boise, Phoe- Advertising Directory of 


nix, Miami, Jacksonville and Nash- 
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second animated program, Dick 
































: Tracy, is expected to begin about 
’ Dec. 1. 
of Ford Dealers © J. Walter Thompson Co. Lionel * Grey Advertising Agency 
PERSONNEL ... 
is James A. Jurist has joined Calli- 
fornia National Productions as di- 
3 rector of business affairs. Mr. Jurist, 
d once on the staff of Arthur Young & 
Co. as a CPA, joined NBC in 1956 
as a financial analyst. He became 
. successively manager of internal au- 
> nA : . Oo 
‘ diting, then chief accountant, director ANIMATION, INC.,. Hollyweed KLAEGER FILM PRODUCTIONS, INC.. New York 
of operating budgets and then direc- 
2 tor of accounting. 
i Radford Stone has been appointed 
ve a broadcast supervisor for Ogilvy, Shin Sais deadline, © Detetees as. tee 
“ Benson & Mather. Mr. Stone, who will ) Awl 
= work on programs for the agency, A 
= was formerly with NBC-TV. . . . Bill ¢ 
s Kaufman has joined the publicity f 
7 department of Screen Gems. . . . Nor- 4 
8 man Katz, director of foreign opera- q 
d tions of United Artists Associated, i : 
; has resigned that post, effective with 4 Be n8 9 
‘ the expiration of contract in March CONSUL FILMS, INC., Hollywood saan pean WC., Neliyveed _ 
| of next year: . . . George Gruskin, 
” vice president in charge of Para- 
mount’s_ television subsidiary pro- 
cs . . , ; 
gre g oper: s resigned his 
I. a Na we a gee wire a Mercury Meteor * Kenyon & Eckhardt 
2 to replace him. 
0, 
te COMMERCIAL CUES .. . 
: NTA Telestudios is out promoting 
. the wonders of tape after enjoying 
7 what it describes as its most success- 
k- ful six-month period since its incep- 
“: tion. The tape producer recently held tan 
$5 a three-hour seminar on the subject | *4EtEVISION PRODUCTION SALES-TAPE CBS TELEVISION PRODUCTION SALES-TAPE 
s for approximately 40 executives of 
d the Kudner Agency—art directors, 
es copy men, account executives, pro- : 
e ducers and timebuyers. Tape billings, prem Rie MACE Pillsbury Co. * Leo Burnett Co., Inc. 
d. says George Gould, president of the 
d company, “have increased more than 
- 59 per cent over the previous six- 
“ month period.” 
d Ken Shaw, formerly with J. Wal- 
ter Thompson, has joined Ogilvy, 
0. Benson & Mather as a senior com- - 
i mercial producer in the broadcast 
- department. .. . Mauri Goldberg has _ | or ee Oy RAY PATIN PRODUCTIONS, Hollywood 
; joined Robert Lawrence Productions 








i- ; : 
as a senior producer and director. | 
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No matter what 
your tape problems, 
WNBQ is better 
equipped to handle 
them than any 
other station in the 
country. This 
is no idle boast. 
,  WNBQ has complete 
% - 
Jolm 
facilities, 
more color- equipped 
tape recorders 
than any other local 
station in the 
m country, and a staff 
’ of technicians 
and production 


experts second 
to none. 


|r WNB@ 
y Video Recording Sales 
~~ Merchandise Mart 


Chicago 11, Illinois 
SUperior 7-8300 
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Mr. Goldberg was formerly director 
and production manager at Trans- 
film-Caravel. In addition to his di- 
rectorial and production duties, Mr. 
Goldberg will serve on the creative 
plans board at Robert Lawrence Pro- 
ductions. . . . Felix the Cat Produc- 
tions has purchased the RCA Film 
Recording Studios on Fifth Ave. in 
New York City. They are available 
for recording film scoring, orchestral 
recordings, mixing, and for foreign- 
language dubbing. 

On the west coast, Consul Films, 
previously limited to the production 
of tv commercials, is expanding its 
operation to include tv entertainment 
and theatrical pictures as well. . . . 
Format Films has entered into a re- 
ciprocal pact with Mark VII Pro- 
ductions whereby Format will furnish 
animation for the latter company, 
while Mark VII will shoot live ac- 
tion for the former. At the same time, 
Format appointed Leo Salkin as 
story editor for The Shrimp, new ani- 
mated entertainment series. 


New commercials for Carnation 
Evaporated Milk, created by the Los 
Angeles office of Erwin Wasey, Ruth- 
rauff & Ryan and produced by Play- 
house Pictures, will feature an orig- 
inal, easily identifiable animated 
character, a pixy little king. Copy 
line reads: “The milk you can use 
like cream with half the fat calories.” 

Contract of Will Cowan, vice 
president in charge of commercial 
production for Filmways, has been 
extended for an additional three 
years. Mr. Cowan supervises produc- 


tion on the west coast for the firm. 


PROGRAMS ... 

Programs for Television, Inc., has 
acquired rights to 78 15-minute seg- 
ments of Art Linkletter and the Kids 
for syndication. The package con- 
sists of both previously aired and 
new episodes. . . . Herts-Lion Inter- 
national has sold its The Inquisition 
series of five-minute segments featur- 
ing historical interviews to ABC 
Films for syndication. Simultane- 
ously, the two companies also made 
an agreement for the production of 
a pilot for Famous Ghost Stories, fea- 
turing Vincent Price as host. HLI 


will produce for ABC Films. 
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AMERICAN TELEVISION ENTERPRISES, Hollywood 





Readers Digest * J. Walter Thompson 


NATIONAL SCREEN SERVICE CORP., New York 


Trans-Lux Television, Inc. 





FELIX THE CAT CREATIONS, New York 
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Official Films has prepared three 
new short-segment program series for 
network sale. The series are Profile, 
a five-minute series on the lives of 
great people; Do you Remember, a 
one-minute series featuring newsreel 
footage designed to test the audi- 
ence’s memory, and Animal Land, a 
five-minute children’s show. 
George George Productions will use 
Alexander Film Studios in Colorado 
Springs for filming of Rube Gold- 
berg’s Inventions, a five-minute pro- 
gram which will be distributed by 
Trans-Lux Television Corp, 

Fred A. Niles Productions, Inc., 
Chicago, will syndicate The Ed Allen 
Show, a half-hour program on calis- 
thenics. . . . Leland Hayward has 
been retained by Teco, Inc., to direct 
that firm’s rather nebulous (to date) 
pay-tv activities. Teco is the pro- 
grammer for Zenith Radio Corp. . . . 
Metropolitan Broadcasting Corp.’s 
wNEW-Tv New York and wWTTG-TVv 
Washington will present a winter 
festival of Shakespeare twice weekly 
starting Dec. 6. The project, titled 
An Age of Kings, will be presented 
in cooperation with the British 
Broadcasting Corp., which produced 
them. The festival will run over 15 
weeks. 


MORE PROGRAM CLIENTS? 

Are more advertisers using syndi- 
cated programs this year? Ziv-UA, 
after reviewing its new contracts, finds 
that for the first time producer-ac- 
quired sponsors now outnumber sta- 
tion sales. 

A breakdown, compiled by the com- 
pany'’s research department: national, 
regional and local advertisers signed 
by its sales department account for at 
least 53 per cent of current first-run 
program contracts, while individual 
stations have purchased approximate- 
ly 47 per cent of Ziv-UA’s present 
shows. Last year 51 per cent of the 
purchases were made by stations. 

Ziv-UA says the largest single fac- 
tor accounting for the changed ratio 
is the increased use of programs by 
national spot advertisers. It noted that 
Sea Hunt went on the air four years 
ago with virtually no national coin, 
whereas the new Case of the Danger- 
ous Robin is starting with more than 
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31 per cent of its markets purchased 
by national advertisers, and with at 
least 56 per cent of all its sales com- 
ing directly from advertisers. 


Film Commercials 


FORMAT FILMS, INC. 

In production: General Time Corp. (West- 
clox), BBDO; Standard Oil Co. of Indiana 
(gas), D’Arcy; Carling Brewing Co. ous 
beer), Edward H. Weiss; Dreyfus & Co. 
(investments), Doyle Dane Bernbach. 


ERA PRODUCTIONS, INC. 
Completed: Sunray Oil Co. (DX gasoline, 
fuel oil), Potts-Woodbury; Nalley’s Food 
Products (potato & corn chips), Pacific 
National. 

In production: U. S. Dept. of Agriculture 
(Smokey Bear), FC&B; Nalley’s Food Pro- 
ucts (potato chips, chip dips), Pacific 
National; Ralph’s Markets (milk prod- 
ucts), direct; Knudsen Creamery Co. (milk 
products), Heintz; Standard Oil Co. of 
Indiana (gasoline), D’Arcy. 


RAY FAVATA PRODUCTIONS, 
INC, 

Completed: Hygrade Food Products Corp. 
(frankfurters), JWT; National Assn. of 
Insurance Agents (insurance), Doremus; 
Piel Bros. (beer, Fresh Air Fund), Y&R; 
National Biscuit Co. (Millbrook bread), 
M-E; U. S. Census Bureau (census) 
Meldrum & Fewsmith; General Foods Corp. 
(Sugar Crisps), B&B. 

In production: Rexall, Inc. (drugs), BBDO. 


GRAY & O’REILLY 

In production: Minute Maid Corp. (Snow 
Crop), KHCC&A; General Cigar Co. (Rob- 
ert Burns), Y&R; General Foods Corp. 
(Birdseye), Y&R; DeLuxe-Reading Corp. 
(toys), Zlowe; Liberty Life Insurance Co. 
(insurance), Merrill-Anderson; Drug Re- 
search Corp. (Man Tan), KHCC&A. 


HUNN, FRITZ, HENKIN 
PRODUCTIONS, INC. 

Completed: Best Foods Co. (Mazola, 
Nucoa, Nu-Soft), D-F-S; Texaco, Ine. 
(Marfak), C&W; General Mills, Inc. 
(O’Celo), D-F-S; Peter Paul, Inc. (Chif- 
fon), D-F-S; Harvey Publications (Mattie’s 
Funday Funnies), direct; B. T. Babbitt Co. 
(Chas. Antell), GMM&B; AMA (Detroit 
car show), C&W; Nestle Co. (Quik), 
cae Brillo Mfg. Co. (soap pads), 


In production: Air France (industrials), 
direct; General Electric Corp. (Xmas 
spots), Maxon; Lever Bros. (Good Luck 
margarine), OB&M; Best Foods Co. 
(Nucoa), direct; Ad Council (presenta- 
tion), Ayer; Wise Co. (potato chips), 
Lynn; American Machine & Foundry Co., 
C&W ; General Mills, Inc. (O’Celo), D-F-S; 
Sterling Drug Co. (Fletcher's Castoria), 
Brown & Butcher; General Foods, Ltd. 
(Sanka), McKim. 


KEITZ & HERNDON 

Completed: Humble Oil Co. (gas, oil), 
McCann-Frickson; Franklin Mfg. Co., Grif- 
fin B. Wren; Lone Star Gas Co. (ranges), 
EWR&R. 

In production: Continental Oil Co. (Conoco 
gas), B&B; Dr. Pepper Co. (soda), Grant: 
Standard Life Ins, Co. (insurance), direct; 
Rich Plan Corp. (frezen food), direct; 
James G. Gill Co. (coffee), Cargill, Wilson, 
Acree; Dr. Pepper Co. (hot Dr. Pepper), 
Grant; Campbell-Tagegart Assoc. Bakeries, 
Inc. (Manor bread), Bel-Art. 


NATIONAL SCREEN 

Completed: S. A. Schonbrunn & Co., Inc. 
(coffee), FC&B; Firestone Tire & Rubber 
Co. (tires), Campbell-Ewald. 

In production: S. A. Schonbrunn & Co., 
Inc. (coffee), FC&B; Readers Digest 
(magazine), JWT; Lever Bros. Co. (Lux 
Liquid), JWT; Chicopee Mills, Inc. Only 
wear), Doyle Dane Bernbach; 
Remedy Co. (pharmaceutical), C Knox 
Massey. 


PANTOMIME PICTURES 
Completed: Los Angeles Times (circula- 
tion), Donahue & Coe; Mishawaka Rubber 
Co., Inc. (Red Ball Jet sneakers), Camp- 
bell-Mithun; Skelly Oil Co. (service), 
Bruce B. Brewer. 

In production: S, C. Johnson & Son (Stride 
Wax), NL&B; Democratic National Party 
(Campaign), direct. 


PINTOFF PRODUCTIONS 
Completed: General Electric Co. (vacuum 
cleaners), Y&R; Nestle Co. (Zip), Me- 
Cann-Erickson; Isodine Pharmacal Co. 
(Isodine products), Reach, McClinton; 
Ward Baking Co. (Tip Top bread), Grey; 
Esso Standard Oil Co. (Esso Extra gas), 
McCann-Erickson; Singer Sewing Machine 
Co. (sewing machines), Y&R; U. S. Steel 
Co. (steel), BBDO; Texaco, Inc. (gas), 
C&W. 


In production: National Guard 1961 (pro- 
motional), FRC&H; U. S. Rubber Co. 
(Royal tires), FRC&H; S. C. Johnson & 
Son (wax), B&B; Warner-Lambert Phar- 
maceutical Co. (Listerine), Lambert & 
Feasley; Helene Curtis Industries, Inc. 
(Gay Top), Edward H. Weiss; Burry Bis- 
cuit Corp. (Scooter pies), Weightman; 
American Bakeries Co. (Taystee), Y&R; 
Royal Yams (Yams), Hicks & Greist; Chas. 
Pfizer & Co., Inc. (Beam), Ted Gotthelf; 
Reynolds Metals Co. (aluminum), Clinton 
E. Frank. 





Profits (Continued from page 56) 


ous overseas plants. The research ex- 
penditures which totaled but $1.4 
million back in 1940 now run close 
to $20 million. 

More important, though, is the 
fact that, while P&G is spending sub- 
stantial amounts on new-product re- 
search, it is also not overlooking the 
human element in this campaign to 
stay on top of the competitive fight. 
P&G conducts one of the outstanding 


college-recruitment campaigns in the. 


nation. The research activities at 
P&G are broken down into four dif- 
terent categories—technical, market, 
economic and management methods. 
The market-research department em- 
ploys several hundred young women 
who constantly prepare consumer 
surveys and check consumer reaction 
on everything from the name to the 
color of the product. The economic- 
research department keeps the or- 
ganization abreast of the nation’s 





and economic 
trends. The management-methods re- 
search department, established only 
eight years ago, devotes considerable 
time to working out improved meth- 
ods of operating a giant, publicly 
owned corporation. 

Another 
P&G’s operation is its employe rela- 
tions. It’s important to know that the 
company has virtually no dealings 
with labor unions, a factor which has 
simplified its labor relations. The 
company did some pioneering work 
in the field of labor relations by 
being among the first to assure its 
employes a period of stable employ- 
ment. In 1885 an employe profit- 
sharing plan was inaugurated, and 
every new worker is eligible for par- 
ticipation in the plan after his first 
year. The P&G plan also calls for 
purchases of common stock for the 
employe’s account. 


business, financial 


interesting phase of 


Profit Sharing 


A second plan for salaried em- 
ployes is financed by the company 
and provides sharing in profits based 
on salary and years of service. Back 
in 1923 the company started a guar- 
antee of an annual wage by provid- 
ing for a minimum period of annual 
employment for “regular” employes 
(an employe becomes a “regular” 
after two years of employment). 
Moreover, something like 95 per cent 
of the eligible employes have either 
a direct ownership or a_ beneficial 
P&G’s stock. And these 
employes constitute the largest block 
the 65,000 stockholders of 


interest in 


among 








William J. Hart has been named 
general manager of WiLx-Tv Lansing- 
Jackson-Battle Creek. Mr. Hart was 
formerly general manager of WPON 
Pontiac, the company’s associated sta- 
tion. 





the company. 

Also, the company has a generous 
stock option plan. Back in 195] 
stockholders approved granting of 
options to certain officers and em- 
ployes. As of July 1, 1959, 399,428 
shares were issuable under the out- 
standing options at prices ranging 
from $32.37 per share to $69 per 
share. In the year ended July 1, 1960, 
options granted for 44,000 
shares at $83.17 a share. It’s clear, 
then, that from office boy to president 


were 


the company provides tremendous 
financial incentive to its employes. 

Now, as it swings into the decade 
of the 60s, P&G is moving at top 
speed. Its and 


detergents, soaps 


toilet-goods divisions, accounting for | 


an estimated two-thirds of the total 


sales volume, have been showing 


substantial increases both at home 
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FILM EQUIPMENT 








$. 0. $ CINEMA SUPPLY CORP. 


New York City: 602 West S2nd Street, Plaza 7-6440 
Hollywood, Calif.: 6831 Hellywoed Bivd., HO 7-2124 
SALES + LEASING + SERVICE 
The world's largest source for film preduction 
quip t: A tion, Producing, Lighting, 

Processing, Recording, Projection, etc. 
Send for our huge 34th year Cataleg on your 
letterhead te Dept. N. 











CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N. Y. 


JUdson 6-1420 
RENTALS—SALES—-SERVICE 


Motion ve and television equipment 








. « _ lighting equipment . . . generators 
... film editing equipment . . . pr 9 
equipment. 








SCREENING ROOMS 








PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
President : William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip 
ment and facilities. Film storage vaults 
All facilities available 24 hours @ day 








COLLECTION AGENCIES 











STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York 36, N. Y. 
LOngacre 5-5990 
Collections for the Industry 
All over the World 
TV—RADIO—FILM 
Records & Recording Accounts Receivable 
No Collections——No Commissions 











LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 











STOCK SHOTS 








MAURICE H. ZOUARY 
333 West 52nd St., N. Y.C., 19 
JUDSON 2-6185 
35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000.000 FEET 
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Ad 





“You can go right in, sir—he’s expecting you!’’ 


Acceptance — acceptance at the point-of-sale: 
That’s how the sales volume grows. 

It grows with a pre-interested, pre-sold, 
pre-disposed buyer, ready to listen and give 
credence to your important story. 

It’s a success story that has it’s best possible 
beginning in the publication that offers 

the kind of complete television information 
more television decision-makers want. 
That’s because Television Age is 100% television. 
The percentage is all in your favor when 


you open doors with Television Age. 
the climate is compelling 
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and abroad. The U.S. consumption of 
cleaning products is increasing more 
than twice the rate of the population 
increase. 

A dramatic example of the link 
between P&G’s products and its stock 
was provided recently by Crest 
toothpaste. The total market for 
toothpaste in the U.S. is estimated at 
about $250 million at retail and $150 
million at the factory level. Colgate 
Dental Cream, the Colgate-Palmolive 
dentrifrice, is the leading one in the 
field, with approximately 30 per cent 
of the market, and P&G is in second 
place, with Crest accounting for 10 
per cent and Gleem 15 per cent of 
the market. This past summer, when 
the American Dental Association en- 
dorsed Crest as an effective denti- 
frice in reducing tooth decay, the 
price of P&G common on the Big 
Board soared up by 21 points or so. 


Crest Boom Expected 


It is assumed by some that the 
endorsement by the ADA may help 
boost the Crest share of the market 
to the point where P&G may capture 
as much as 30 per cent of the total 
market, which would mean an addi- 
tion of about $30 million to its total 
sales volume. The gain would be 
equal to a two-per-cent increase in 
the company’s volume. Profits on the 
other hand should show an increase 
of about four to five per cent. 

The sales and earnings increase 
indicated may seem small until it is 
realized that P&G is launching sev- 
eral new products on the market and 
apparently has several more in 
readiness. Secret Deodorant was 
thrown on the market last year. This 
is another fresh entry for P&G, and 
in an area that represents the third 
largest in the whole toilet-goods in- 
dustry. 

The company’s paper-tissue prod- 
ucts are still sold only in certain re- 
gions of the United States. To its line 
of Charmin paper products the com- 
pany now has added two new products 
—White Cloud bathroom tissue and 
Puffs facial tissue. Significantly, the 
most dramatic growth examples are 
in non-detergent fields. In fact, P&G 
president Morgens recently said that 
“use of synthetic detergents for non- 
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Clean Vote 


Sandran, Hicks & Greist and 
Robert Lawrence Productions 
joined forces last week in some 
non-partisan politicking on be- 
half of cleaner floors. The adver- 
tiser, through the agency, com- 
missioned the production house 
to make two one-minute commer- 
cials utilizing a live elephant and 
a live donkey, symbols, respec- 
tively, of the Democratic and Re- 
publican parties. 

Theme implicit in both com- 
mercials (which will be placed in 
NBC-TV’s election-night cover- 
age) is that Sandran never needs 
scrubbing and deserves election 
to the home. Recognizing that 
there would be cleaning problems 
on stage after using the two ani- 
mals, the production house rented 
the Fox studios in New York for 
the filming. Richard Rendely, 
executive producer for Hicks & 
Greist, believes that this is the 
first time politics have been asso- 
ciated with clean floors. 











personal use has grown to such a 
large extent that any future growth, 
measured as a percentage of total 
soap sales, is not likely to occur.” 
Another factor is that new com- 
petition is emerging as a result of 
the steady development of large re- 
tail grocery chains which are able 
to promote their own private brands 
and can provide stiff competition to 
the national-brand manufacturers. 


Research New Products 


Consequently it is assumed that 
P&G will pour more and more of 
its research money and efforts into 
new products further and further 
removed from soap. There is one 
section of the cleaning business in 
which P&G has some trouble, i.e., 
the household-bleach and disinfectant 
business. P&G acquired the Clorox 
Chemical Co. in 1957, and two 
months later the Federal Trade Com- 
mission filed a proceeding against 
P&G contending the acquisition 


might reduce competition in the 





liquid-bleach field. An examiner of 
the FTC favored divestiture of the 
Clorox business, but the company has 
appealed the examiner’s opinion and 
expects it to be overruled. 


Dominant Position 
There’s no doubt that P&G has 


achieved the dominant position in 
the soap and synthetic-detergent mar- 
ket in the United States. But it has 
not won similar status on the inter- 
national scene. The world-wide or- 
ganization of Unilever is still number 
one in that area. But it’s also quite 
obvious that P&G is not content to 
let that standing remain uncontested. 

Since Mr. Morgens ascended to the 
presidency in 1957 P&G has been ex- 
panding at a rapid pace abroad. In 
the last three years new plants have 
been opened in Canada, Peru, Manila 
and Morocco. And P&G is not slow 
about cutting its losses where it has 
to. In 1959, shortly after Fidel Cas- 
tro’s emergence in Cuba, the com- 
pany sold its assets on that island— 
exclusive of international trade- 
marks. This little-noted act, even 
though it may represent but a small 
investment in the company’s over-all 
picture, reflects the good judgment 
and prompt execution thereof that 
have characterized the P&G manage- 
ment. 

Last June P&G formed a new com- 
pany in West Germany and expects 
to make substantial inroads in that 
prosperous market. In the last fiscal 
year the company reported its over- 
seas business showed increased earn- 
ings in every location except In- 
donesia. 

But Unilever is a giant in its own 
right. Its annual sales are in the 
$3.5-billion range, and it has long 
experience and talented executives 
manning its organization round the 
world. Nevertheless, P&G seems will- 
ing to battle it for the world market. 
P&G already has penetrated the Brit- 
ish market and made impressive 
gains in what was considered an ex- 
clusive British trade. 

With tv facilities expanding around 
the globe, P&G is in a position to 
dominate the world market by utiliz- 
ing its advertising prowess overseas 
in the same way it has in the States. 
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Agency (Continued from page 53) 


Compton, and the agency's impor- 
tance to P&G, are emphasized by the 
fact about 60 per cent of Compton’s 
tv billings—billings which represent 
some 61 per cent of the agency’s total 
billings—were from P&G. 

The second agency to join the com- 
pany’s roster was Dancer-Fitzgerald- 
Sample, Inc., which began work on 
Oxydol in 1933. D-F-S placed about 
55 per cent of the agency’s total $92- 
million 1959 billings in tv, and about 
18 per cent of the tv investment rep- 
resented P&G dollars. In terms of 
P&G's total billings in the medium, 
the agency is responsible for spend- 
ing some 10 per cent. It thus ranks 
fourth in the amount of dollars the 
client entrusted to it last year, from 
a tv billings standpoint. Dash, spend- 
ing $4.4 million in spot & network, 
is the budget leader in the agency's 
P&G group. 


Benton & Bowles Second 


Benton & Bowles, Inc., acquired 
Ivory Snow in 1941 and ranks second 
to Compton in the number of P&G 
dollars it placed in 1959 television. 
There is speculation that the agency 
might soon overtake the leader in 
P&G expenditures through increased 
budgets for Crest toothpaste (which 
recently won ADA approval) and 
Tide (already spending $8.5 million 
yearly), but any such increases would 
have to be considerable. B&B’s $22.3- 
million budget from P&G represents 
just under one-quarter (23 per cent) 
of the soap company’s total tv ex- 
penditures. The same figure repre- 
sents nearly 30 per cent of the 
agency's total tv billings last year— 
$73 million. B&B total billings in all 
media were $109 million. 

The largest agency to work for P&G 
is Young & Rubicam, Inc., with total 
billings of about $197 million in 
1959, and 38 per cent—$75 million— 
of those in tv. Y&R was awarded 
Cheer detergent in 1949: the product 
now spends over $6 million in tv 
yearly. P&G expenditures run to just 
under 11 per cent of the complete 
Y&R tv billings, and represent about 
nine per cent of P&G’s total tv dol- 
lars. 





Milton Lindley (above) is manager 
of the new KcBY-Tv Coos Bay, Ore., 
which went on the air Oct. 1. The 
channel I] station is the first Oregon 
tv station west of the coast range. 
It is an affiliate of KvaL-Tv Eugene, 
an NBC-TV station, which is also 
affiliated with Kpic-Tv Roseburg. 
NBC programs are relayed by the 
Eugene station to the two affiliates, 
each of which is equipped with full 
studio and camera facilities. S. W. 
McCready is general manager of the 
three-station operation, which has 
recently adopted the name of Oregon 
Triangle Television. Mr. Lindley was 
formerly assistant manager of KPICc- 
TV Roseburg. The stations are repre- 
sented nationally by G. P. Holling- 
bery Co. and in Washington and 
Oregon by Art Moore & Associates. 





Moving to the midwest in 1953 
for its next agency, the corporate 
giant placed Lava soap at Leo Burnett 
Co., Inc. Burnett now ranks third 
in the number of P&G dollars en- 
trusted to it, with Liquid Joy and 
Jif peanut-butter spread having spent 
about $4 million and $3 million, 
respectively, in tv last year. The $10- 
million P&G video budget placed by 
the agency represents about 10 per 
cent of the total Procter & Gamble 
tv expenditure, and about one-fifth 
of the agency’s total tv billings. 
(About half of Burnett’s domestic 
$100-million billings go into tv.) 

When the Biow agency was dis- 
banded in 1956, Grey Advertising 
Agency, Inc., acquired P&G’s Lilt 
and Shasta products. Lilt, with a °59 
tv investment of $1.6 million, is the 
firm’s top P&G product and accounts 
for most of a total $2.2-million placed 
by Grey in television last year for 
the client. The latter figure represents 





about 12 per cent of the agency’s 
entire tv billings, and about two per 
cent of Procter & Gamble’s tv total. 

Tatham-Laird, Inc., first worked 
for P&G on Fluffo in 1956, but cur- 
rently is riding high with one of 
the most recent of the company’s 
successes—Mr. Clean. The $7.5 mil- 
lion spent in 1959 to popularize the 
new liquid cleaner accounted for 
nearly all of the agency’s P&G budget, 
and represents about eight per cent 
of the total P&G tv investment. It 
also represents better than one-third 
the agency’s total tv billings of $20 
million, with that figure showing up 
as 63.6 per cent of Tatham-Laird’s 
total 1959 billings. 


Moved into Package Mix 


In late 56 P&G moved into the 
packaged food-mix field with the ac- 
quisition of Nebraska Consolidated 
Mills and placed a number of the 
special mixes at Gardner Advertis- 
ing Co., Inc. Compared to the video 
budgets at the other agencies, Gard- 
ner’s appears relatively insignificant. 
The agency, however, feels that it is 
in a supremely important position. 

“Two years ago,” one individual 
points out, “there was no budget at 
all for Mr. Clean. Before that there 
was none for Zest, and before that 
none for Jif or Joy and so on. We 
have a number of limited-distribution 
items and new products—long-range 
possibilities that may open up entire 
new fields for the company. Now we 
and P&G are testing, experimenting, 
finding the rights and wrongs we'll 
build on. When one product is ready 
to click, the others will follow quick- 
ly. No one is rushing into anything; 
P&G doesn’t work that way.” 

The most recent addition to Proc- 
ter & Gamble’s agency roster is 
Honig-Cooper & Harrington, the west- 
coast agency that had worked on 
Clorox before P&G acquired the 
Clorox Co. as a subsidiary in mid- 
1957. Spending $3 million in tv spot 
during 1959 for its single P&G prod- 
uct, the agency credits about one- 
half of its over-all tv billings to P&G. 
H-C&H, with 1959 total billings of 
about $16 million, and 42 per cent, 
or $6.7 million, of those in tv, re- 


(Continued on page 78) 
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ES 
HAPPENED 10 
TELEVISION 
IN OREGON! 


A NEW THREE STATION NETWORK 
CALLED “OREGON TRIANGLE 
TELEVISION” THAT DOMINATES 
THE ONLY MAJOR MARKET 
BETWEEN PORTLAND, OREGON 
AND SAN FRANCISCO, CALIFORNIA. 


That brings the only clear picture to 
over 100,000* TV homes with an 
estimated buying income 


of $685,062,000.* 


Easy to buy! One order, one 
billing to your Hollingbery man 
or Art Moore & Associates 
(Portland-Seattle) 


*A very conservative estimate 
if you have looked at other 
ratings and surveys. 


0 









































76 October 31, 1960, Television Age 


KVAL-TV Ch. 13 
EUGENE @ 


KCBY-TV Ch! 
@ COOS BAY 


@ ROSEBURG 


KPIC-TV Ch. 4 








KVAL-TV Ch. 13 
ae) 3, | 3 


KPIC-TV Ch. 4 


ROSEBURG 
Affiliate 








KCBY-TV Ch. 11 


COOS BAY 
Affiliate 


































Wall Street Report 


FOUR STAR STOCK. Another tv 
success story made its bow in the 
securities markets last month when 
Four Star Television, Inc., became a 
public corporation by selling 120,000 
shares of its stock. The company had 
its origin back in 1952 when Dick 
Powell, David Niven and Charles 
Boyer, among others, teamed up for 
the production of tv films for Four 
Star Playhouse and other programs. 
In 1955 the group organized a new 
company of their own and started pro- 
duction on the first of eight film se- 
ries. These series, plus four undevel- 
oped series, formed the nucleus of the 
new company, Four Star Television, 
when it was created as the result of a 
merger in 1959. 

Four Star has an inventory of 860 
half-hour tv films. Its production ac- 
tivies are conducted on several differ- 
ent bases. It most frequently under- 





ing facilities and equipment to other 
producers; the remaining four per 
cent came from production of film 
commercials and other activiites. 

The company has 70 employes on 
its payroll and supplements this group 
according to the needs of its produc- 
tion schedule. Its work force ranges 
from 110 during a low production 
period to a high of 350 at a peak'pe- 
riod. The company has a working 
agreement with Republic Studios 
which enables it to call on Republic 
for facilities and additional person- 
nel. In its particular field of produc- 
ing tv filmed series it has approximate- 
ly five major competitors and a host 
of smaller ones. 

The management team at Four Star 
is one of the best-noted ever to inhabit 
an executive suite. The president is 
Dick Powell, with Charles Boyer and 


David Niven as vice presidents and 








Five-Year Four Star Income and Profit 
1960 1959 1958 1957 1956 
Income $15.1 mil. $8.2 mil. $5.3 mil. $4 mil. $2.1 mil. 
Cost 1445 .™ 8 ¥ 5 x las 2 - 
Net Profit 317,506 302,698 162,694, (aloss) 28,583 
Earnings 66 cents 63 cents 34 cents six cents 








takes joint-venture production of film 
series, sharing an ownership and profit 
interest. It has produced 575 films un- 
der such co-ownership arrangement, 
with ownership averaging 50 per cent 
and profits 39 per cent. In other in- 
stances it has sole ownership of the 
series. In 175 situations it also agreed 
to furnish certain facilities, equip- 
ment and personnel on a fee basis. 

Some of the notable programs in 
which the company has sole or joint 
ownership are The Rifleman, The June 
Allyson Show, The Zane Grey Theatre 
and Robert Taylor’s Detectives. 


REVENUE SOURCES. The sources 
of the company’s gross revenues in its 
last year of operations broke down 
as follows: 82 per cent of the gross 
came from rentals on first-run net- 
work telecasting; 11 per cent came 
from rentals on second and subsequent 
runs; three per cent came from leas- 





directors. One of the other officers and 
directors is a partner of Paine, Web- 
ber, Jackson & Curtis, prominent 
brokerage firm. 


STOCK BREAKDOWN. There are 
600,000 shares of Four Star outstand- 
ing. Mr. Powell owns 204,000, or 34 





































per cent, Messrs. Boyer and Niven 
own 102,000 shares, or 17 per cent, 
while Thomas McDermott, the execu- 
tive vice president, chief executive of- 
ficer and director, owns 72,000 shares, 
or 12 per cent, of the stock. Mr. Mc- 
Dermott is the only member of this 
group who draws an executive salary 
— $100,000 annually. 

However, there are a series of ar- 
rangements between the company and 
Messrs. Powell, Niven and Boyer cov- 
ering their employment as performers 
or producers. For example, in the year 
ended June 25, 1960, Mr. Powell re- 
ceived $75,298 in total payment for 
work in shows which were jointly 
produced by the company and cor- 
porations owned by the actor and his 
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Source Book 
of 

TV Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 

Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 

Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $9 00 PER COPY 


Television Age 


444 Madison Ave., 
New York 22, N. Y. 











wife, June Allyson. Mr. Niven re- 
ceived $11,000 in the same period for 
a similar show jointly produced with 
a corporation owned by himself. 


The other unusual feature to the 
company’s operations concerns its ar- 
rangement with A. Morgan Maree Jr. 
& Associates. Maree is a financial con- 
sulting firm specializing in the enter- 
tainment industry. S. A. MacSween, 
A. Morgan Maree III and A. Morgan 
Maree Jr. are all on the board of the 
company, and Messrs. MacSween and 
Maree III are also officers of the com- 
pany. 

The company pays Maree Jr. & As- 
sociates $25,000 annually and five per 
cent of its net income as computed for 
income-tax purposes but payable with 
amortization computed on a cost- 
recovery basis. The agreement expires 





in 1966. Since 1958 Maree & Associ- 
ates received $40,000, $66,000 and 
$58,000 successively. 





Agency (Continued from page 75) 


ceived about three per cent of the 
total P&G video investment. 

As is Gardner, virtually all of the 
agencies employed by the corpora- 
tion are currently involved in re- 
search, field work and test market- 
ing of new P&G products in a number 
of fields. Marketing developments can 
change any of the agencies’ billings 
picture within the space of a year. 
As pointed out earlier, the company 
is generous with its rewards, but 
those rewards are dependent upon 
consistent demonstrations of ability 


to move merckandise. 





Election 


As a service to viewers, the five CBS-owned tv stations have dis- 


Guides 


tributed in their areas colorful and interesting “election guides.” 





Tailored to the area served by each station, the booklets open with 
an editorial on American freedoms, signed by individual station man- 
agers. The editorial, identical in all five bookets, points out that “this 
year, candidates and issues have been placed under the scrutiny of the 
electorate as never 
before. . . . Not only 


fam sega (es tele) 9) 3 


nationally, but on 


‘ ELECTIONGUIDE the local scene as 
aE toggle) fel 8/ie) 3 


well, television will 
offer the viewer an 
unprecedented _op- 


CHANNEL®4 ELECTION GUIDE 
CHANNEL®@4 ELECTION GUIDE 
CHANNEL®4 ELECTION GUIDE 


portunity to learn 

about candidates 

and issues.” 
Following a short 


history of the two 





principal political 
parties, a section is devoted to the voting requirements in the states cov- 
ered by each station. In most instances this involves several states. For 
wcss-tv New York, New York, Connecticut, New Jersey and Pennsylvania 
are covered; for WBBM-TV Chicago, Illinois, Indiana, Michigan and Wis- 
consin; for wcau-Tv Philadelphia, Pennsylvania, New Jersey, Delaware 
and Maryland; for kmox-tv St. Louis, Missouri and Illinois, and for 
KNxT Los Angeles, California. A map showing the location of each Con- 
gressional district is included in each guide, along with a list of Congres- 
sional incumbents and their opponents in the coming election. A fold-out 
scorecard for keeping count of election results is the final feature. 

Idea for the project came at a promotion meeting held in New York 
last June. The guides were distributed to schools through the League of 
Women Voters and the American Heritage Foundation, through Repub- 
lican and Democratic state headquarters and through Congressmen to 
their constituents. 
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NS! SURVEY—KALAMAZOO-GRAND RAPIDS AREA 


(February, 1960) 


STATION TOTALS FOR AVERAGE WEEK 


HOMES DELIVERED PERCENT OF TOTAL 





WKZO-TV/STATION B] WKZO-TV/STATION B 














Mon. thru Fri. 


9 a.m.-Noon 
Noon-3 p.m. 
3 p.m.-6 p.m. 


Sun. thru Sat. 


6 p.m.-9 p.m. 
9 p.m.-Midnight 





59,600; 37,800 | 61% 39% 
73,900} 57,200 | 56%, 44%, 
68,000} 61,600 | 52%, 48%, 


158,200} 90,600 | 63%, 37% 
130,500} 67,700 | 65%, 35% 











*Oldest fortified castle in the world is at Gomdan 
(Kingdom of Yemen, Arabia) dating prior to 100 A.D. 


the Pelyer Hations 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC, MICHIGAN 

KOLN-TV — LINCOLN, NEBRASKA 


BUT... WKZO-TV Gets Results “Fit For 
A King” In Kalamazoo-Grand Rapids! 


WKZO.-TV is the “palace royal” for advertisers in 
Kalamazoo and Grand Rapids (two of America’s 51 
fastest-growing city-markets) and in Greater Western 
Michigan, one of America’s 20 largest television markets! 
Every day, WKZO-TV carries news of your product 

to more of the market’s 600,000 television homes than 
any other station. WKZO-TV delivers an average of 70% 
more homes per quarter hour than Station ‘B,’ Sunday 
through Saturday, 6 p.m.-9 p.m. (NSI—February, 1960). 
For all the rest of outstate Michigan worth having, add 
WWTYV to your WKZO-TV schedule. Jf you want it 
all, give us a call! 


WKZO-TV. 


100,000 WATTS @ CHANNEL 3 © 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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MUSCLE 
THAT 





COVERAGE! 


PROGRAMS! 


DOMINATES! 


308,000 TV homes in North and South Lower CPM based on coverage than any 
Dakota, Minnesota, Montana and Canada. other North Dakota combination. 


CBS, ABC and NBC* networks, plus top Locally produced educational television, cov- 
syndicated and locally produced shows! erage of local civic and political events. 













LOW COST! 


PUBLIC SERVICE! 


MARKET MAKER STATIONS 


KXJB-TV, Valley City; KXMC-TV Minot; KBMB-TV, Bismarck; 
KXGO.TV, Fargo; KDIX-TV, Dickinson; *KXAB-TV, Aberdeen. 





ONE CALL...ONE 





CONTACT...ONE CONTRACT 
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SEE YOUR LOCAL WEED TELEVISION REPRESENTATIVE, OR BILL HURLEY, MINNEAPOLIS 
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TELEVISION AGE 


asically speaking, the timebuyer 
B who buys on a cost-per-thou- 
sand platform has a relatively simple 
job. Take the budget, the ratings, the 
audience composition data, the 
needed frequency—put ‘em together 
and make the buy. 

Dr. Arthur H. Wilkins, vice presi- 
dent and research director at Benton 
& Bowles, Inc., however, is the most 
recent of numerous people to speak 
out against the “by-the-numbers” 
purchase of tv time, and to recom- 
mend the addition of a new factor 
for buyers to consider. 

“The degree of viewer attentive- 
ness” is highly important, Dr. Wil- 
kins feels. “If ratings have been 
given undue importance,” he says, “it 
is at least partly because research 
has failed to develop a_ technique 
for evaluating programs in terms of 
their effectiveness as commercial ve- 
hicles.” To remedy the situation, 
B&B has conducted experiments in 
determining the receptivity of pro- 
gram viewers to the shows’ com- 
mercials. 

One such study involved an Ansco 
film announcement slotted in Law of 
the Plainsman. A sample of 300 men 
and 300 women was interviewed the 
day following the telecasts. The pro- 
gram rating among men was 20 and 
among women 21, but 31 per cent of 
the men remembered the commercial 
when queried and only 25 per cent 
of the women remembered it. The 
difference, noted Dr. Wilkins, was due 


October 31, 1960 


a review of 


current activity 


in national 
spot tv 


to the greater attentiveness of the 
male viewers to the program, and to 
the larger number of women who 
were doing things—reading, sewing, 
talking, etc.—while ostensibly watch- 
ing the show. 

Plainsman, the research director 
said, was 18 per cent more effective 
in delivering the Ansco commercial 
to men than to women, although the 
ratings indicated the program should 
have been a slightly better vehicle 
for commercials directed to women. 
(Tested alone, the commercial used 
was found to be equally memorable 
to both sexes.) 

Further studies indicated that audi- 
ence attentiveness varies from pro- 
gram to program, and that attentive- 
ness is enhanced by high audience 
interest in a show and the absence 





af” 


Media supervisor Val Ritter oversees 
activity on Dristan, Mennen products 
and others at Tatham-Laird, Inc., 


New York. 





REPORT 


vf competing household demands. 
On the latter point, programs falling 
into peak viewing times generally 
had more attentive viewers than those 
at earlier hours; however, highly 
favored programs may be watched 
attentively no matter when they are 
broadcast. 

It was noted that scores such as 
TVQ, which measure how well-liked 
one program is in comparison with 
another, may provide a basis for 
further studies of viewer attentive- 
ness. Dr. Wilkins suggested the Ad- 
vertising Research Foundation under- 
take such studies in order to “tell 
us what particular categories of peo- 
ple are likely to be watching tv atten- 
tively when our program is on the 
air.” 

Thus, the day may not be far off 
when a buyer sits down to work with 
a rating of 20, an audience count of 
30,000 men, 20,000 women and 500 
kids and an “attentiveness score” of 


19.2. 


B. T. BABBITT, INC. 


(Geyer, Morey, Madden & Ballard, 
Inc., N. Y.) 


For its HEP oven cleaner, this firm has 
schedules of filmed minutes currently 
running in New York, Chicago, Los 
Angeles, Boston and Philadelphia. The 
placements began in late September and 
continue through Nov. 25. Bob Kutsche is 
the timebuyer. 


BATJAC PRODUCTIONS 

(Russell Birdwell & Associates, Inc., 

N.Y.) 

During the current week and those ahead, 
Continued on page 84) 
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TOPEKA HAS ONLY 
ONE TV STATION 


WIBW-TV 
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The Buyer Talks About .. . 





RESEARCH, YES AND NO 


There is a constant urging on the parts of many people in the industry 
for new, more or deeper research into why viewers watch tv, when, 
where and how they watch, etc. Prizes are being offered for different 
research ideas. Experts are delving into the “qualitative” aspects of 
viewing. And in the search for something new—something exciting to 


make headlines and speeches at luncheon meetings—an important point 


seems to be getting overlooked. 


Simply, this is that most buyers have at their fingertips a wealth of 
data that often is not fully utilized. 


Not that anyone means to imply additional research into broadcast 
media is not warranted. From any one effort, there might come a small 
gem of information that is helpful in spending the client’s money to 
greater effect. But the fact is that today’s buyer generally has so much 
to work with that additional material may leave him with no time to 
digest any of it. 


Look at the “tools” employed now to gauge the placing of a schedule. 
The buyer has his knowledge of the market—gleaned from numerous 
published sources, personal contacts and observation. He has his surveys 
—ratings and audience composition data—for the stations in the market, 
the state and the whole country. He has his coverage data, plus ample 
promotion material on station celebrities and programs. He has all 
kinds of competitive information from the auditing companies in the 
field and from the numerous special checks ordered through the reps. 
He has his rate cards, his specifications on merchandising, his own 
recognition of which stations are pleasant to deal with and which ones 
can’t be relied on in a pinch. And there are others. 


Admittedly it’s not a question of merely buying with a slide rule. 
Cost-per-thousand, while the sole consideration of some advertisers, is 
a secondary consideration with many more. They want to reach not the 
biggest audience, but the right audience for their products. 


In its 10-year history as a major advertising medium tv has produced 
enough tools to enable a skilled buyer to locate the right audience at 
the right time for the right client. A buyer who can’t—who says he 
needs more research—obviously isn’t working. 

There are times when a buyer wants only circulation, and he certainly 
has the tools to provide that. If he wants audience breakdowns by sex, 
age or income, he can get them. But should he be concerned with the 
intangible, often esoteric aspects of tv programming and viewing? 


Take the matter of program preferences, for instance, and industry 
efforts to “formula-ize” shows so the audiences will not take their eyes 
from the screen. Rate the programs, score them or rank them for holding 
power and a viewer will still pick up his crossword puzzle when an 
uninteresting commercial comes on. But, if an announcement of im- 
portance to him appears in an otherwise routine program, his eyes and 
ears will focus on the screen. But are these aspects a concern of the 
buyer? 


° 


or isn’t it 


Is it any longer a case of “the more research the better,’ 
rather “full employment” of what we have? 
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| The New $100,000,000 
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carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TY WTOM-TV 


Traverse City Cheboygan 
One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
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coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. 8 
(M- oon-6 PM) 

1900 MORE Homes Reached Than Sta. 8. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. 8 
(Sat. 6 PM-Mid.) 

1900 MORE Homes Reached Than Sta. 8. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 
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Spot (Continued from page 81) 


John Wayne’s movie, The Alamo, opens 
in key markets throughout the country. 
In each, a concentrated spot effort is 
planned for a two- and three-week period 
before the opening, with filmed minutes 
and three-minute announcements used. 
Buying for the campaign is being handled 
by the public-relations firm, with Russell 
Birdwell personally acting as contact. 


BEST FOODS DIV. 
Corn Products Co. 


(Lennen & Newell, Inc., N.Y.) 


The accent on low-cholesterol foods having 
abated during a year’s time, this firm has 
withdrawn its CORNETTE margarine, 
tested last winter in six markets, and is 
currently introducing MAZOLA margarine 
in New England, New York and 
Philadelphia. Chicago and Los Angeles 
are among the other areas slated to get 
schedules shortly. Jim Alexander 

is the timebuyer. 


BRILLO MFG. CO. 
(J. Walter Thompson Co., N.Y.) 


This famed name in steel-wool scrubbing 
pads has been using spot for a number of 
months as supplement to its network 
schedules, but without specific pattern. 
The idea is to employ schedules in 
selected markets to meet sales problems 
or goals peculiar to those areas. Activity 
is on consistently (but not to the extent 
of a long-term multi-market campaign, as 
reported elsewhere), with buys made 

as the need arises. Tucker Halloran 

is the timebuyer. 


BROWN SHOE CO. 
(Leo Burnett Co., Inc., Chicago) 


There are indications that this advertiser— 
user of a five-week schedule early this 

fall in some 60 markets for its BUSTER 
BROWN and other kid shoes—intends to 
return to a large number of markets 

in December. The period is a somewhat 
unusual one for the shoe industry, which 
usually concentrates its effort in the 
spring and back-to-school season. 

Eloise Beatty is the timebuyer. 


CALIFORNIA RAISIN 
ADVISORY BOARD 
(J. Walter Thompson Co., S. F.) 


This organization will try tv as an 
advertising medium for the first time 





McCann-Erickson, Inc., buyer John 
Curran works on the agency’s Lig- 
gett & Myers brands in New York. 
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next year with an experimental spot 
campaign in three test markets scattered 
across the country. An allocation of 
$90,000 has been earmarked for the trio 
of as yet unselected markets. Account 
executive L. E. Mainland is the contact. 


CARLING BREWING CO. 
(Edward H. Weiss & Co., Chicago) 


With its new fiscal year beginning Nov. 1, 
STAG is renewing and revising its spot 
schedules. Midwestern markets of all 
sizes get prime-time 20’s and ID’s, as 

well as some minutes, in varying 
frequencies. Animated films carry the 
theme of “help stamp out thirst” on 
52-week placements. Media suprvisor 
Joan Mandel is the contact. 





COLGATE-PALMOLIVE CO. 
(Ted Bates & Co., Inc., N.Y.) 

New activity was scheduled to start 
around issue date for COLGATE 
DENTAL CREAM in scattered top 
markets. Light placements of night 
minutes and 20’s are set for about eight 
weeks. Frank Morello is the timebuyer. 


E. & J. GALLO WINERY 

(BBDO, New York and San 

Francisco) 

The heaviest spot campaign in this 

company’s history kicks off this month 

in some 60 markets throughout the east, 

southwest and west. Schedules should 
(Continued on page 86) 





ANN PURTILL, all-media buyer, 
resigned from Young & Rubicam, 
Inc., New York. Her accounts, in- 
cluding General Foods, Time, Inc., 
and Personal Products, are being ab- 
sorbed within the company group 
until further notice. JOHN GAL- 
BRAITH replaced KING PATTER- 
SON as assistant timebuyer on Proc- 
ter & Gamble at Y&R. He joined the 
agency’s media department last spring. 
Mr. Patterson moved to the midwest. 

JOHN FE. STOLLER was ap- 
pointed broadcast media manager of 
the Rumrill Co., Rochester, New 
York. With Rumrill for three years, 





MR. STOLLER 


most recently as an account executive, 
Mr. Stoller formerly was associated 
with Young & Rubicam, Inc., New 
York. His accounts include Fanny 
Farmer Candy, Dunlop Tire & Rubber, 
and Proscino-Rossi Foods. 

JACK HILL joined Ogilvy, Benson 
& Mather, Inc., New York, as media 
research supervisor on the Lever ac- 
counts, Helena Rubinstein, Schweppes 
and others. Prior to OB&M, Mr. Hill 
was associated with N. W. Ayer & 
Son, Philadelphia, and Benton & 
Bowles, New York. He is replacing 
LARRY COLE, who was named as- 
sistant media buyer on the Lever 
account at OB&M. 

HOWARD MANN filled the post of 
media director and head of the new- 
business department of the Alden 
Advertising Agency, Inc., New York. 
Previously vice president and mar- 
keting director for Roman Associates, 
Mr. Mann will handle Lamour, Louis 
Research, Cosmopolitan Doll and 
other accounts. 





Personals 


HAROLD MILLER was elected 
vice president and associate media 
director at Grey Advertising, Inc., 
New York. Once media research man- 
ager for the Biow Co. and more re- 
cently vice president and manager of 





MR. MILLER 


the media department at Benton & 
Bowles, New York, Mr. Miller is 
replacing EUGENE A. ACCAS. With 
Grey since 1958, Mr. Accas is pres- 
ently vice president for network rela- 
tions. Other appointments at this 
agency are PHILIP BRANCH and 
HELEN M. WILBER, both promoted 
from media group supervisors to as- 
sistant media directors on all ac- 
counts. 

TOM KOHLER, timebuyer on 
General Foods (Yuban instant and 
ground coffee) at Benton and Bowles, 
New York, left the agency. ALAN 
YOBLON, timebuyer, is taking over 
some of Mr. Kohler’s duties. 

HARRY TORP joined Grant Ad- 
vertising, Inc., New York, as media 
director. Prior to Grant Mr. Torp: 
was media director at Dowd, Red- 
field & Johnstone before the agency 
merged with Cohen & Aleshire and 
lately manager of print at C. J. 
LaRoche. 

In Philadelphia YOLANDA R. 
TINI moved to the S. E. Subrow Co. 
as a media buyer. Prior to her move 
Miss Tini was with wrptz (now 
wrcv-Tv) in Philadelphia and kyw- 
TV in Cleveland. 

In Detroit ROBERT C. JAMROZY 
joined N. W. Ayer & Son as media 
representative on Plymouth-Desoto- 
Valiant. Mr. Jamrozy was formerly 
media buyer at Kenyon & Eckhardt, 
that city. 
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Profile 


s ita winner? Timebuyers are keep- 
: ing a close eye on the results of 
the new nighttime program line-up. 
Their main concern is whether their 
choice becomes a thoroughbred. 

Jim Alexander, timebuyer and 
seven-year man at Lennen & Newell, 
Inc., points out what he and many 
spot buyers are now thinking. “The 
main problem confronting us buyers 
is the absence of a crystal ball, espe- 
cially this fall. There is a more-than- 
average number of new network pro- 
grams. It is, of course, practically im- 
possible to ascertain beforehand the 
measure of success that each new 
show will have. 

“In the absence of immediate rat- 
ings, this problem is increased. A 
buyer,” Mr. Alexander continues, “in 
attempting to purchase spots adja- 
cent to these new programs, must re- 
gard the competition for the audience 





JAMES ALEXANDER 





at this time on the other networks; 
that is, are they popular or do they 
have a set audience? The sponsor of 
the new program is another area to 
check; who is it, and what relation 
does it have to the product one is 
trying to sell?” 

The buyer stresses the audience fac- 
tor as well. “Know the type of audi- 








ence the program is expected to at- 
tract and decide if it is compatible 
with your product. There are gen- 
erally more spot availabilities adja- 
cent to new, unproven programs than 
for shows with proven track records,” 
he notes. For this reason, a buyer 
should underscore these points. 

Mr. Alexander, buyer on Best 
Foods, Circle Line, Royal Globe In- 
surance and other accounts, adds a 
small consolation for spot buyers on 
new shows. “If a new show is not as 
successful in achieving as high an 
audience as had been expected, the 
spots can be changed on two weeks’ 
notice.” 

A Wharton School graduate at the 
University of Pennsylvania, where he 
majored in general marketing, Mr. 
Alexander keeps bachelor quarters in 
New York City. Schooled in adver- 
tising at Lennen & Newell, he enjoys 
travel and music, with Toscanini and 
Mozart ranking as personal heroes. 











WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 

























Sales begin long 
before sales are 
made, and WRGB 
[3 is there at 
the outset in the 


homes (Sm and on 
the minds of the 


people @E2E) who 


can translate your 





message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY @ SCHENECTADY © TROY 
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OCTOBER IS 
ANNIVERSARY MONTH! 


WMAR-TV 


ON THE AIR 13 YEARS! 


DELIVERS MORE IN 
BALTIMORE'S HUGE 
3-STATION MARKET! 






Total Homes Reached !* 












Quarter Hour Firsts, 
Based on Ratings !* 





Quarter Hour Firsts, Based 
on Total Homes Reached!* 














* June-July 1960 Nielsen Complete Eight- Week TV Report 


In Maryland Most People Watch 


WMAR -TV 


CHANNEL 2 


SUNPAPERS TELEVISION 
BALTIMORE 3, MD. 

Represented Nationally by 
THE KATZ AGENCY, INC. 
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AND 
HARDY 
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Gets Top Ratings On 


KDKA Pittsburgh 











Wire or phone 
Art Kerman 
today for 
availability 

in your market, 
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GOVERNOR TELEVISION 


PLaza 3-6216 
375 Park Avenue. N.Y.C. 
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) Promotional tapes from wr¥it-tv Philadelphia and of newscasts from WHDH-TV 
| Boston are viewed by television executives in the Television Bureau of Ad- 
vertising’s viewing room. Shown (I. to r.) are Ralph Allrud, Bob Hemm 
and Frank Martin of Blair-Tv; Shaun Murphy, national sales manager of 
KTvI St. Louis; Edward H. Benedict, New York sales manager of Triangle 
Stations; Otto Ohland and’ Jack Denninger, Blair-Tv; Norman Cash, presi- 
dent of TvB, and (back to camera) Edward P. Shurick, executive vice pres- 
ident of Blair-Tv. The new TvB video-tape equipment enables member stations 





to show tapes of commercials, programs and services to advertiser and agency 
personnel in the New York area. 


THEO. HAMM BREWING CO. 
(Campbell-Mithun, Inc., 
Minneapolis) 

The just-off-the-network Screen Gems 
half-hour series, Tightrope!, has been 
picked up by HAMM’s beer in 16 western 
markets for a quick start. The markets 
include Los Angeles, San Francisco, San 
Diego, Seattle, Portland, Spokane, 
Honolulu, Reno, Las Vegas and Fresno. 
Frank Rolfes, head timebuyer, is the 
contact. 


Spot (Continued from page 84) 


run six months at least on 125 stations in 
32 states, with filmed minutes and 20’s 
used. Account executive Kenneth Hurd is 
the San Francisco contact, while Jackie 
Moore is the New York timebuyer 

for five eastern states. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N.Y.) 
Following up its successful New York 
introduction of INSTANT YUBAN coffee, 
GF is moving the product out through 
Dallas and other major areas in the | 


| LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 








midwest and south. A strong six-week 
tv schedule of night minutes and ID’s 
backs a sampling promotion in the 
markets. Other markets will be added 
shortly to the list. Al Yoblon is the 
timebuyer. 








Station, Network and 
Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Chio 
WPEBN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
PLaza 5-4262 






| 
| At BBDO, New York, Steve Caspers | 


handles network buying assignments 





| for du Pont, Pepsi-Cola and General | 
Mills. 
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HELENA RUBINSTEIN, INC. 
(L. W. Frohlich & Co., Inc., N.Y.) 


As indicated here Aug. 8, a new teen-ager’s 
cosmetic for complexion problems, 
BIO-CLEAR, is moving into a good-sized 
group of major markets this fall with 
filmed minutes. The spots run about 

eight weeks in “dance party” shows and 
nighttime slots to reach the youngsters. 
Frequencies are fairly light. Media 
director Manny Sternschein is the contact. 


HELENE CURTIS 
INDUSTRIES, INC. 

(Edward H. Weiss & Co., Chicago) 
Beginning next week, schedules for 
TENDER TOUCH get under way in 
about 15 top national markets. Day and 
night filmed minutes will run in 
frequencies ranging from about six to 
12 spots per week. The campaign 

lasts four weeks. Media supervisor 
Armella Selsor is the contact. 


ILLINOIS BELL 
TELEPHONE CO. 
(N. W. Ayer & Son, Inc., Chicago) 


A brief spot drive in major Illinois areas 
was being considered at press time to 
preface the Christmas holidays, with 





Coffee, Tea Peaks 


Coffee and tea companies are 
reaching record levels in tele- 
vision advertising. Grossing 
$27,220,905 in the first six 
months of 1960, according to a 
recent report from the Television 
Bureau of Advertising, the com- 
panies increased their advertis- 
ing 19 per cent in comparison 
to the $22,795,977 spent in the 
same period for 1959. Gross 
time for the first half of 1960 
in spot was $21,016,820; net- 
work time represented $6,204,- 
085. 

Coffee companies spent $21,- 
807,054 in network and _ spot 
time; tea advertisers totaled $5,- 
413,851. General Foods (Max- 
well House, Sanka and Yuban 
coffees) led the six-month figure 
in spot and network spending 
$9,320,900. Following was 
Brands (Chase & 
Sanborn), investing $2,184,215. 
J. A. Folger & Co. spent $2,125,- 
420 in spot. 


Standard 


Top tv advertisers in the tea 
industry were Lever Bros. (Lip- 
ton), totaling $2,001,726, and 
Standard Brands (Tenderleaf), 
investing $1,123,570 in gross 
time for network and spot. 











the theme being to give an extension 
phone or new “Princess” model as a 
present. Media director Harold Bennett 
is the contact. 


Agency Appointments 


Lawrence Butner, chief timebuyer for 
Albert Frank-Guenther Law, Inc., since 





MR, BUTNER 


1956, was named manager of the agency’s 
tv-radio department. He headquarters in 
the New York office. 

From McCann-Erickson, Inc., Peter 
Johnson joined Kenyon & Eckhardt, Inc., 
New York, as a tv commercial writer. 
Dirk Content, previously with Y&R and 
J. Walter Thompson, also moved to K&E 
as a tv producer. 

In Dallas, Jim Pratt was appointed tv- 
radio director at Taylor-Norsworthy, Inc., 





MR. PRATT 


after holding a similar position at White 
& Shuford Advertising. He was also a 
director of production and sales at WFAA- 
tv Dallas, and will supervise the creation 
and production of broadcast advertising as 
well as timebuying for the agency. 

Jane Haeberly was named a producer 
in the tv-radio department at Doherty, Clif- 
ford, Steers & Shenfield, Inc. She was for- 
merly an assistant. 

Charles M. Amory, formerly president 
of UM&M Tv Corp., succeeded Jack Zim- 
mer, resigned, as director of the tv-radio 
department at Wesley Associates. Named 
to the new post of production supervisor 
was Robert Rehbock, who has headed his 
own program package and _ production 
company. 
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S. C. JOHNSON & SON, INC. 
(Needham, Louis & Brorby, Inc., 
Chicago) 

The recently introduced JOHNSON shoe 
polish gets a major introduction at 

issue date in regional network, and in 
spot tv in about 15 top eastern markets. 
Filmed minutes in a four-six-week 

fight will run. Marianne Monahan 

is the timebuyer. 


LANVIN PARFUMS, INC. 
(North Adv., Inc., N.Y.) 
While ARPEGE and MY SIN perfumes 


are increasing their network exposure 
this year, spot is still being utilized 
heavily for the pre-Christmas push. A new 
group of top markets will start ID's in 
strong frequencies early in November 

for about seven weeks. Barbara Swedeen 
is the timebuyer. 


MAYTAG CO. 
(Leo Burnett Co., Inc., Chicago) 


Amplifying the Maytag contemplated- 
campaign item here last issue, buying 
which will be completed by issue date 
indicates the fall campaign is about three 
times as heavy as last year’s. About 75 
top markets for home washer-dryer sales 
get at least four weeks of filmed minutes 
(with 10-second open-end for dealer 
tie-in). Some schedules are now under 
way, others start Nov. 7. The drive will 





Gov. LeRoy Collins of Florida, newly elected president of roy omer Asso- 
ciation of Broadcasters, with (l.) C. Howard Lane, chairman of the Selection 
Committee which nominated Gov. Collins, and (r.) Clair R. McCollough, chair- 
man of the NAB Policy Committee. Mr. Lane is executive vice president and 
general manager of KOIN-TV Portland, Ore., and Mr. McCollough is president 
and general manager of the Steinman Stations, Lancaster. Gov. Collins will take 
office Jan. 4, the day following the end of his term as governor of Florida. 
He is under a three-year contract to NAB, reportedly at a $75,000 yearly 


salary, with $12,500 for expenses. 





wind up the firm’s second year in spot, and —— -— 


results are reported “eminently 
successful,” with the campaign believed 
the largest spot program of any maker 
in the appliance industry. Mary Lou 
Ruxton is the timebuyer. 


MINNESOTA MINING & 
MANUFACTURING CO. 
(BBDO, Minneapolis) 

Tests for this firm’s SCOTCH-BRITE 








e 


ONE MINUTE 
10:30 PM-11:00 PM 








a 

















AVAILABILITIES 
MONDAY THRU FRIDAY 


DON 
SHERWOOD 


SAN FRANCISCO’S 
e Number One TV personality 


e Most talked about TV 
program 


¢ Only locally produced 
nightly variety show 


CONTACT H-R OR KTVU 
FOR AVAILABILITIES 









@/ AN NAB 
CODE STATION 4 
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plastic scouring pads were successful 
enough to warrant a four-week fall 
campaign a short while ago, with a second 
flight slated to start after election time 

is over next week. The Christmas season 
has been used in the past for multi-market 
promotions on SCOTCH tapes for 
gift-wrap purposes, but activity this year 
is nil, largely due to a competitor’s 
underselling MMM about four-to-one 
(and promoting the deal via heavy tv). 
Scotch reportedly has a new tape product 
in the offing and may move back into 

tv early next year. Hale Byers is the 
buying contact. 





Charles W. Whelan has been ap- 
pointed merchandising manager for 
the Schick Safety Razor Co., a di- 
vision of Eversharp. Mr. Whelan was 
formerly merchandising manager for 
The American Weekly and before 
that was in sales and sales manage- 
ment capacities with Lever Bros. 
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MINUTE MAID CORP. 


(Ted Bates & Co., Inc., N.Y.) 


For its frozen orange juice, this firm 
placed day and night minutes and 20's 
early in September to run about eight | 
weeks. With those schedules winding up at | 
issue date, new buys of day and night 
minutes and some 20’s are set in selected 
top markets to carry through next spring. 
Frequencies are strong, about 12 spots per 
week, Chet Slaybaugh is the timebuyer. 


NATIONAL ASS’N. OF 
INSURANCE AGENTS 
(Doremus & Co., N.Y.) 

This organization, a steady spot user for 
several years, recently unveiled its "61 | 
plans before a sales meeting. A total of 
187 stations covering 98 per cent of 

the country will be used, with a company 
spokesman noting the commercials will 
reach 1% million more people weekly than 
Allstate Insurance reached on Playhouse 
90—and the cost of the spot program is 
one-fifth of what Allstate spent for the 
network show. News/weather/sports 
programs are bought, with the minimum 
schedule set for 13 weeks and others 
running 26 weeks or longer. Next spring 

is the starting period for most of the 
activity. Loraine Keirstead and Hubert 
Sweet are the buying contacts. 


Agency Changes 


Continuing the series of changes in the 
.il-account picture, Continental Oil Co. 
«limaxed a three-month search by naming 
Clinton E. Frank, Inc., Chicago, to replace 
Benton & Bowles, Inc., New York, as of 
Dec. 1. Billings are in the $3-4-million 
range. 

Mogul Williams & Saylor, Inc., moved 
into the automotive field when it acquired 
the $l-million account of Rootes Motors. 
EWR&R handled the importer of Hillman, 
Sunbeam and other foreign cars _pre- 
viously. 

N. W. Ayer & Son, Inc., which serviced 
Genera] Electric for 31 years, ceased to | 
be a GE agency when the clock and timer 
department was moved to Young & Rubi- | 
cam. Y&R continues to handle GE’s small- | 





appliances and electric-blanket and fan 
divisions, but transfers its vacuum-cleaner 
division to Maxon, Inc. Maxon, which also | 
handles GE tubes and radios, will also be | 
the agency of record for all tv properties. 

Braniff International Airways moved its 
$l-million account from Potts-Woodbury, 
Inc., Kansas City, to Cunningham & | 
Walsh, Inc., New York. 

Doyle Dane Bernbach, Inc., handling the | 
national Volkswagen ~campaigns as. well 
as local and regional programs for various | 
distributors, added $400,000 in billings | 
when it won Reynold C. Johnson Co. The 
California-Utah-Nevada Volkswagen dis- 
tributor was originally serviced by Fuller | 
& Smith & Ross, San Francisco. | 

Regina Corp., maker of floor polishers, 
vacuums, etc., named Hicks & Greist, Inc., 
to succeed Mogul Williams & Saylor on 
its account. 






































WECT 


WILMINGTON, NORTH CAROLINA 


Serves 122,000 TV homes in 16 counties in 
the Eastern Carolinas with $800 million 
annual buying in 


come 


Sa 





PROCTER & GAMBLE PROCTER & GAMBLE 
NETWORK SHOWS SPOT 


It Could Be You Cheer 

Young Dr. Malone Mr. Clean 

Truth or Consequences Clorox 

Loretta Young Show Duncan Hines Cake Mixes 
Edge of Night Duncan Hines Early American 
As the World Turns Cake Mixes 

Wyatt Earp Duz 

This Is Your Life Ivory Soap 

and many others Jif 


Tide 





NBC - CBS - ABC 1oOKW Channel 6 


Covering the rich Wilmington, North Carolina area 


(plus Camp Lejeune, Ft. Bragg, the Marine Air Base at Cherry Point, and the 
Seymour Johnson, Myrtle Beach and Pope Air Force Bases.) 


Represented by Weed Television Corp. 
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ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICA TO ENJOY (12 1NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=1 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 


MICHAEL M. SILLERMAN, EXEC.VP oa 8 
PROGRAMS FOR TELEVISION. INC. [) | 
1150 6TH AVE.,W. Y.36 YU6-3650 
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NATIONAL BISCUIT CO. winding up its first venture into tv, a spot 


aye, ‘ , campaign using four weeks of ID’s in 
(Ted Bates & Co., Inc., N.Y.) 21 top markets. The effort in the medium 
As it usually does at this time of year, occurred when an agency plan involving 
DROMEDARY dates moves into a group tv was suggested for 61 and the advertiser 
of top markets about Nov. 7 with light liked it well enough to want an immediate 
placements of daytime minutes to promote start. Further activity on a broader scale 
dates for holiday baking. The schedules is expected next spring. Senior buyer 
run four to six weeks. Gerry Van Horsen Jim Stack and timebuyer Ricki Sonnen 
is the timebuyer. are the contacts. 
NATIONAL SUGAR NIAGARA THERAPY CORP. 
REFINING CO. (Meldrum & Fewsmith, Inc., 
(Young & Rubicam, Inc., N.Y.) Cleveland) 
This firm’s JACK FROST sugar is just This firm reportedly will spend $250,000 





The Whole vs. The Parts 


(A monthly study of the performance of network programs in local markets) 


Continuing its look at program categories that have included half- 
hour westerns and quiz-panel shows in recent issues, TV AGE investigates 
city-by-city ranking of three filmed “private eye” series. Earlier studies 
noted that the number of stations in a given market could greatly affect 
a particular show’s rating due to the presence or absence of intensive 
competition. The top-ranked markets, with four and seven stations each, 
in the following survey tend to eliminate this competitive factor. 


HALF-HOUR DETECTIVE SHOWS 


September 1960 


Markham Peter Gunn Staccato 
Total U.S.* 16.0 21.4 9.5 
New York (7 stations) 14.5 14.2 6.7 
Chicago (4) 12.9 10.8 8.9 
Los Angeles (7) 10.6 10.4 3.4 
San Francisco-Oakland (4) 13.9 20.3 5.9 
Detroit (4) 6.5 17.5 7.9 
St. Louis (4) 16.8 10.8 5.0 


* NTI, others NSI; Copyright A. C. Nielsen Co. 


Three programs with roughly similar characteristics—the sophisti- 
cated private eye, a “star” name in the lead part, jazz-type background 
music, often interchangeable scripts—yet they differ not only in national 
appeal but in local interest. To the program producer or future syn- j 
dicator it might be highly important to discern why Peter Gunn reached 
a rating in San Francisco twice that in Chicago and St. Louis. The 
national advertiser backing Markham might feel justified in ordering 
additional money into Detroit to put over a campaign. And Staccato’s 
sponsor surely wants to look into the Los Angeles situation and deter- 


mine why the program’s rating is one-third of its national score. 

Is the program right for the market? Is the market right for the 
advertiser? These questions can be answered only by studying the local 
ratings and conditions in conjunction with the national figures. 


















er 








by year-end in an “over 40” campaign 
on its CYCLO-MASSAGE units, with the 
major part of the budget going into minute 
spots in tv and radio in some 50 top 
markets. Placements are made by the 
company headquarters in conjunction with 
local franchised distributors. Carol 
Brosmer is the timebuyer. 


NORTHWEST ORIENT 
AIRLINES 


(Campbell-Mithun, Inc., 
Vinneapolis) 

Getting ready for the heavy-travel holiday 
season, this airline starts a four-week 
drive of 20’s next month in important 
markets along its route. Ben Leighton is 
the buying contact. 

NORWICH PHARMACAL CO. 
(Benton & Bowles, Inc., N.Y.) 

Back again for four to six weeks, 
PEPTO-BISMOL returns to a large group 
of markets (about 50) the second week 
in November. Nighttime minutes and 20’s 
will be used as in the earlier fall drives. 
Jack Scanlon, assisted by Bryan Barry, 

is the timebuyer. 


MONARCH WINE CO. 
(Televisue Ads, N.Y.) 
According to a company spokesman, the 
“biggest part of the budget” is going into 
tv spot this fall as in the past, but the 
placing of schedules is somewhat different 
than in previous campaigns. Using new 
commercials produced by the 
MANISCHEWITZ agency of record, 
Grant Adv., Inc., Tv Ads is setting the 
schedules on stations with which it has 
credits from earlier barter arrangements. 
Some cash deals are also involved in the 
“more than 30” markets to be used. The 
new films start at issue date and run 
eight to 10 weeks in heavy frequency, 
with a still-heavier campaign predicted 
for next spring. Sol Nelson is the agency 
contact. 

(Continued on page 94) 


New Names 


As of Dec. 1, H. W. Kastor & Sons 
merges with Wade Advertising, Inc., of 
Chicago, with the combined agencies to 
operate under the Wade name. President 
Hal Thurber of Wade will continue to hold 
his title, while Marvin Harms of Kastor be- 
comes senior vice president of the new or- 
ganization. Kastor vice presidents John 
Urice and Ashley Belbin become vice presi- 
dent and creative supervisor respectively at 
Wade. 

D'Arcy Advertising Co. opened its 11th 
office through the acquisition of Armstrong, 
Fenton & Vinson, San Diego advertising 
firm. Gladstone Vinson, formerly president 
of AF&V, heads the new D'Arcy office as 
vice president and manager. 

In Denver, Revill J. Fox & Co., agency 
for the Coors brewing account and others, 
changed its name to Fox & Chenoweth, 
Inc. Joining Mr. Fox on the nameplate is 
William B. Chenoweth, agency vice presi- 
dent for the past four years. 





Accepting the Pulse “Man of the 
Year” award from the director, Dr. 
Sydney Roslow (l.), Donald H. 
McGannon (r.), president of - West- 


inghouse Broadcasting Co., proposed 
a special communications committee 
to aid the government in “developing 
and implementing the international 
communications policies of the 
United States.” He asked advertisers 
and broadcasters to “form a com- 
mittee on our own initiative, select- 
ing in its membership outstanding 
imaginative people in our business 
who are recognized for their skills 
as communicators, to go to the leader- 
ship of the United States and offer 
our tremendous strength and willing- 
ness in this serious aspect in our 
nation’s future—the aspect of com- 
munications.” Asking if we are to 
acknowledge that the communists 
are better qualified by their methods 
to sell than we are the Westinghouse 
executive added that he knew men 
and women in this business whose 
contributions to such a committee 
would be invaluable. Mr. McGannon 
is the 19th winner of the Pulse 


award. 





Tv for Business 


Peter Paul, Inc., a heavy user 
of spot tv, took to the airwaves re- 
cently in a different use of the me- 
dium. Because the company has a 
unique set-up in that 8,500 of its 
stockholders reside in Connecti- 
cut. WNHC-TV New Haven-Hart- 
ford was used to present a report 
on the Peter Paul future. 

The broadcast, at 11 p.m. on 
a Friday, featured addresses by 
stockholder Harold Kazanjian 
and business woman Vivien Kel- 
lems, who are seeking new man- 
agement for the firm. 
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Michigan 





|See the June ARB for WNEM- 
TV dominance in the Flint-Sagi- 
| naw-Bay City Market. 
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Represented by 
Edward Petry & Co., Inc. 


The Original Station Representative 
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ARB City-by-City Ratings August 1960 
ATLANTA BATON ROUGE BIRMINGHAM 
3-Station Report 2-Station Report 2-Station Report 
(four-week ratings) (four-week ratings) f 
ae or ara -1ne TOP SYNDICATED FILMS (four-week ratings) 
‘ w (A YAGA-TV § 230 .19. . - 
= laches Seam ~etcmeelryy 1. Pony Express (CNP) werz Wed. 7:30 ....43.0 TOP SYNDICATED FILMS 
Rene A. He ca on cance ues cea 17.4 S, Wateishieds (CBS) wees Bim, 1:80 ....... ho 1. Shotgun Slade* (MCA) wero-Tv Fri. 9:30 27.4 
3. Whirlybirds (CBS) wss-ry Wed. 7 ....... 16.4 3. Shotgun Slade (MCA) werz Wed. 9 .......3 . S Seatiicen Mieed* tiesn Geni) 
4. Sea Hunt (Ziv-UA) wss-tv Fri. 7 ....... 16.0 4. Sea Hunt* (Ziv-UA) werz Thu. 7 ........ 36.4 ie Wie Mie ee ae 
5. Death Valley Days (U. S. Borax) o> Samian O° Coenen Somes wae BU. 9x09 ..080 3. Whirlybirds* (CBS) wsro-rv Fri. 8 .....24.7 
NG idea canuicesseeee 14.1 6. Sgt Preston* (ITC) werz Thu. 6:30 ....26.7 4. Sea Hunt* (Ziv-UA) weRo-rv Thu. 9:30 ..22.4 
6. Popeye (UAA) wsB-TvV M-F 5 ........... 14.0 6. Meet McGraw* (ABC) waz Sat. 9:30 ....26.7 7 Jr TTA) ; a7: ae 
N : 4. Lock Up (Ziv-UA) wero-rv Sat. 9:30 ....22.4 
ag ge ag ihe ee ee ae 5. U.S. Marshal (NTA) wero-Tv Wed. 7:30 ..22.2 
wsB-TV Sun. eR keutsienses 3 ee -3 s . : ae eid 
8. Brave Stallion (ITC) wsp-tv Tue. 7 ...... 12.4 8. Grand Jury* (NTA) werz Thu. 7:30 ..... 26.0 2 ce ey nr lain tendo oe 
9. Woody Woodpecker (Burnett) 9. Cireus Boy (Screen Gems) werz Sat. 10:30 .25.9 : wnaeeeSiues Gian 19.8 
Sn ORS, 12.2 10. Mike Hammer (MCA) wars-tv Fri. 9 ....25.8 8. Flight CNP ae ee ee Se ono, Ag : 
. ght CNP) wero-Tv Tue. 7 ........-- 19.1 
10. Quick Draw McGraw (Screen Gems) 11. Manhunt (Sereen Gems) wAFs-TV Sat. 3:30 23.5 9. Trackdown* (CBS) wsRo-rv Thu. 8:30 08 
WSB-TV Tue. 6 .....-. 0 eee ee eeeeeeeeee 12.0 aD." Sapwe SCRA) Hee Get. TB. .--.: at 10. Sheriff of Cochise (NTA) wBRo-Tv Tue. 6:30 17.7 
11, Cireus Boy (Sereen Gems) 13. Three Stooges (Seren Gems) wens Fri. 5 .21.4 11. Death Valley Days (U.S. Borax) 
tenga OR PS SE ea See ame 11.8 14. U. S. Marshal (NTA) wars-tv Sat. 8 ....19.1 ane oe 17.1 
12. Our Gang (MGM-TV) wss-Tv Wed. 6 ....11.7 12. Johnny Midnight* (MCA) wapi-rv Thu. 7 16.7 
13. Coronado 9 (MCA) waGa-Tv Sat. 9 ......11.6 TOP FEATURE FILMS 13. This Man Dawson (Ziy-UA) waAPI-tv Tue. 7 15.7 
° ¢ 
i ee oe . 1. Feature Film* wars-Tv Tue. 8:30-10:15 .19.0 14. Weeaty Woodpecker (Burnett) 
» . 2. Western Theatre werz Sun. 9-10 a.m. ....10.9 WERe-Se Bam. S280. cccccccvvccocvcssecs 15.1 
TOP FEA’ RE FILMS 3. Million Dollar Premiere 
1. Play of the Week* —— ie eaten odo WAFB-TV Sat. 10-11:45 ............ 00000 10.7 TOP FEATURE FILMS 
2. Big Movie waca-Tv Sun. 5:30-7 ........ 10.8 alpen aay eal Pace fea! 4) vats eg ee ner a 
3. Armchair Playhouse* wsB-Tv Sat. 3:45-6 ..10.1 5. Million Dollar aa 2. Feature Film* wsro-rv Sat. 10-11:45 14.8 
4. Big Movie waca-Tv Wed. 7-8:30 ........ 8.9 Galen Stax, 4688218 ef 3. Early Show wapi-Tv Mon. 5-6 ........... 14.7 
5. Late Show wsp-tv Fri. 11:15-1 a.m. ..... 7.8 ‘ s teas sia del ale 4. Early Show WAPI-Tv Tue. 5-6 ........00- 12.7 
TOP NETWORK SHOWS TOP NETWORK SHOWS RE SEF SU BR, BB vetoes a9 nm 
1. Esther Williams* wss-Tv ..... ee OED. C vabowecaaccnekestuses 52.2 " "S 
2. Gunsmoke waGa-Tv ........ 2. Wagon Train WBRS ........0.000e0--eeee 50.0 TOP NETWORK SHOWS 
3. Wagon Train WSB-TV .........-..-.-+++- NN ce chiccduaccsnnicntanda 47.1 1. Esther Williams* WAPI-TV ..............- 40.4 
4. I've Got a Secret WAGA-TV .. . 4. Chevy Mystery Show werz ............... 46.0 2. Father Knows Best WBRO-TV ............ 37.7 
5. Have Gun, Will Travel WAaGa-TV ......... 27.1 TS I ok, oe onnbeeeure 5.4 3. 77 Sunset Strip WAPI-TV ............. - 35.8 
6. Father Knows Best waca-Tv 6. Esther Williams* 7 4. I've Got a Secret WBRO-TV ............ . 32.6 
7. Perry Mason WAGA-TV ..........-.---+++ 7. Lawman WBRZ ...... 3 S. Tightrope WBRO-TV .......0-.ccccees ..32.4 
7. The Price Is Right wsB-tv ... RN PAN ick eeScsnskecscaas 8 6. Gunsmoke WBRO-TV ........-.-sseeeeees 32.2 
8. The Millionaire waGa-TV .... 9. I’ve Got a Secret* wars-TV 40.7 7. Have Gun, Will Travel wBRO-TV ......... 30.7 
9. Bachelor Father* wsB-TV .........-....+. BR MEE WUE. occ ccocSncccsnsesccniss 39.9 8. The Millionaire WBRO-TV ..............- 30.2 
JACKSON MIS 9. Johnny Ringo* WBRO-TV ...........-+.+:> 30.0 
Ss, 9. To Tell the Truth wero-Tv .......... -30.0 
’ 
2-Station Report maven ed 
(four-week ratings) 3-Station Report NORFOLK 
: - four-week ratings) 
TOP SYNDICATED FILMS (four-week ratings 
1, Whirlybirds* (CBS) wer Thu. 8 ........ 33.3 TOP SYNDICATED FILMS 3-Station Report 
2. Tombstone Territory* (Ziv-UA) 
Ek ER Re 0 a 24.7 1. Shotgun Slade (MCA) wRmo-Tv Sat. 9:30 .25.5 (four-week ratings) 
3. Highway Patrol (Ziv-UA) wier Wed. 9 ..22.0 2. Sea Hunt* (Ziv-UA) WHEQ-TV Thu. 9:30 ..22.7 
4. Not For Hire (CNP) wstv Sun. 8:30 ....19.1 S. Seteeery Seen” (Sues Gan) TOP SYNDICATED FILMS 
5. Four Just Men (ITC) wet Mon. 8:30 ...18.6 NE PE RIOe osies vk nodawse ss otaen«s one 
6. Rescue 8* (Screen Gems) wsTv Thu. 8 ...18.0 4. Manhunt (Screen Gems) wMorT Tue. 9:30 ..13.3 1. U. S. Marshal (NTA) wTaR-Tv Sat. 10:30 21.3 
7. This Man Dawson (Ziv-UA) 5. Meet McGraw (ABC) wHBQ-TV Mon. 9:20 .12.3 2. Victory at Sea (CNP) wveo-rv Sun. 6 ...14.5 
WLBT Wed. 9:30 ...........000 .15.9 6. Ames °a’ Andy (CBS) wanc-tv M-F 6 ...12.3 3. Manhunt (Screen Gems) wran-TV Wed. 8 ..14.4 
8. Lock Up (Ziv-UA) wiser Sun. 7:30 ...... 15.7 5. a ee ee Lanes eeeeee Oat. 6 82.8 4. Sea Hunt (Ziv-UA) wrar-tv Wed. 7:30 ..13.0 
9. Huckleberry Hound* (Screen Gems) 8. Roy Rogers (Roy Rogers Synd.) 5. Three Stooges (Screen Gems) 
= gp oO ee 15.2 WMOT Wed. 5:30 .....seeeeeeeeereeees 11.3 WVEO-TV BMAP 6 nccccccccccccccsccccces 12.8 
10. American Ciyil War* (Trans-Lux) 9. Quick Draw McGraw (Screen Gems) 6. Huckleberry Hound (Screen Gems) 
Cn Eg a i i 15.0 MGR TR. BESO conc cadecesesscccccces 10.8 a NE Ee aes Sie eee _.12.0 
10. Cireus Boy (Screen Gems) 10. Whirlybirds® (CBS) wrec-Tv Thu. 6:30 ..10.0 7. Johnny Midnight (MCA) wTaR-Tv Mon. 8:30 11.8 
WLBT Sat. 8:30 am. .............0505- 15.0 a. Sees Stee Creal 8. Pony Express (CNP) wrar-tv Fri. 7 ..... 11.6 
1. Quick Draw McGraw (Screen Gems) WHBQ-TV Tue. 9:30 ......020--- +e eeees 9.8 9. Tombstone Territory (Ziv-UA) 
ne She ee eee 2.14.2 12, Laurel and Hardy* (Governor) Rat rag ae eae . 
12. Shotgun Slade (MCA) wLaT Tue. 9:30 ....13.2 eer mee 82 Ft s sey ese ~ 10. Panic (CNP) wvec-rv Mon. 7 ....... A 
13. Popeye (UAA) wstTw M-F 5 .......cccce 12.3 13. Walter Winchell File (NTA) 10. Bugs Bunny (UAA) wavy-Tv Wed. 5 1 
14. Danger Is My Business* (CNP) — Sun. 9:30 eee eee e eee sere eeeee 9.1 11. Reseue 8 (Screen Gems) wTaR-TV Mon. 7 10.7 
waTv Thu. 6:30 ............. Eee 11.7 ah. Sey Serger Cnet) 12. Shotgun Slade (MCA) wavy-rv Wed 7 10.1 
_ WMOF Men. 5:30 .....0.sceeeeereeeees 8.9 13. Four Just Men (ITC) wrar-tv Wed. 7 9.8 
TOP FEATURE FILMS 15. Lock Up (Ziv-UA) wrec-tv Tue. 6:30 .... 8.3 14. Coronado 9 (MCA) wavy-Tv Tue. 7 9.6 
1. Premiere wLeT Sun. 9:30-11 ...........- 13.8 
2. Star Performance wsTv TOP FEATURE FILMS TOP FEATURE FILMS 
eee errr 6.1 eS Re ay ee 16.6 
3. Shock Theatre wsTv Sat. 10:45-12 mid. .. 5.8 2. Million Dollar Playhouse 1 Feature Film wTarR-Tv Sat. 11:15-1:15 a.m. 8.8 
4. Premiere WLBT Sat. 11-12:30 ............ 5.7 nhs O6e Meee ee Od 12.1 2. Matinee Movie wrar-Tv Thu. 5-6:30 ..... 8.5 
5. Starlight Theatre wstv Wed. 10:45-11:45 .. 5.0 3. Late Show wHBQ-TV Thu. 10-12 mid. ..... 10.8 , nara tin WTAR-TV ey 7 = ccees “e 
. a as > iw 0. Mon. “11: _. 10.2 3. Matinee Movie wrae-Tv ~ Oe i.cse 7. 
TOP NETWORK SHOWS > a poe Decenip ign ad ete en 4. Matinee Movie wTar-Tv Tue. 5-6:30 ..... 7.2 
Re ee es BD. WEY oc ccccccncececses 
mn . 7 7 ~ 7c 
a a................ TOP NETWORK SHOWS ee ere 
4. Father Knows Best wstv C.D I nc cowesdsdiccocveses ce L. Gumemeite WPAR-TV ...cccccccccccess 42.9 
5. The Real McCoys* wLaT ........ SD. iether WHs® WOE oc ccccccccccvccs 32.8 2. Have Gun, Will Travel WTAR-TV ......... 37.2 
6. The Millionaire WITV ..........--20-00% 3. Perry Mason WREO-TV ...........e0eee0. 27.8 3. I’ve Got a Secret WTAR-TV .........-00:: 36.7 
7. Wagon Train WLBT .......... 4. Have Gun, Will Travel WREO-TV ......... 26.7 4. Perry Mason WTAR-TV 2.2... cccccccccccs 31.5 
S. The Price Is Right WLBT ........0ccccces 5. The Untouchables* WHBQ-TV ...........-- 26.2 5. 77 Sunset Strip* WVEC-TV ..........--0. 30.9 
9. You Bet Your Life* wist 6. The Millionaire’ WREO-TV ..........-... 26.0 ©. Bie. Tanckty WARE 2c cece cc ccccccccccs 29.7 
10. Have Gun, Will Travel wstv 6. Zane Grey Theatre* WREO-TV ............ 26.0 7. The Untouchables* WVEC-TV ........+...++ 26.7 
7. Lawrence Welk WHBQ-TV -6 7. The Millionaire WTAR-TV ............+0% 26.7 
*Indicates pregramming changes dvring four-week 8. 77 Suncet Strip* wHBQ-TV -2 8. Wagon Traim WAVY-TV ... 2... -cceccccece 26.4 
period. Ratings for one week are given. 9. The Real McCoys* wHBQ-TY 0 S. HB Gelbiven WEAR EV .wwccccicccecccece 26.4 
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CHARLOTTE 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Bea Hunt* (Ziv-UA) wsoo-rv Thu. 9 ....24.4 
2. Mike Hammer (MCA) wesrtv Sat. 10:30 ..23.4 
3. Manhunt* (Screen Gems) wetv Thu. 8 ...21.0 
4. This Man Dawson (Ziv-UA) 

Weoo-Ev Wel. 8:30 ccccccccvesececccecelOS 
5. Not For Hire* (CNP) wsoo-tv Fri. 10:30 17.0 
6. Death Valley Days (U.S. Borax) 

wee Ot. F accccsvcce eeccecccccce «16.7 
7. Highway Patrol (Ziv- UA) wetv Tue. 8 ..16.1 
8. Tombstone Territory (Ziy- UA) wsoo-TV 

Mam. BF .nccccccccovcenceseces cocccccclf.f 
8. Frontier Doctor (H-TV) watv Tue. 7 ....14.3 
10. Silent Service (CNP) wsoo-rv Wed. 7 ....14.1 
11, Coronado 9* (MCA) wsoo-Ty Thu. 7 ....14.0 
12. Whirlybirds (CBS) wsoc-tv Tue. 7 ......12.4 
13. The Vikings (Ziv-UA) wetv Mon. 7 .....12.3 
13. Huckleberry Hound (Screen Gems) 

WBTV Fri. 5:30 ..ccccccccccccses oeeeee13.3 
14. Rescue 8* (Screen Gems) wstv Thu, 7: 30 11.7 
TOP FEATURE FILMS 
1, Feature Film* watv Wed. 7-8:30 ........ 22.4 
2. Feature Film wBTv Sun. 1-4 ......-ee% 10.2 
3. Feature Film wetv,Thu. 11:15-1 a.m. .... 8.7 
4. Feature Film wetv Sat. 11:15-12:45 a.m. 7.6 
5. Big Show wsooc-tv Sat. 10:30-12:45 a.m. . 17.4 
TOP NETWORK SHOWS 
1. Gunsmoke WBTV ......02+- eecccccccccs 40.8 
2. Have Gun, Will Travel watv eccccee e393 
3. Esther Williams* wsoo-Tv .. eccceece 35.7 
4. I've Got a Secret WBTV .......-see005 +-32.7 
5. Peter Gunn WSOC-TV ......eceeeeeeceess 31.6 
6. Perry Mason wBTV eeccccececcesce --31.5 
7. The Millionaire weTv ..... ooeeee 31.3 
8. The Real McCoys* wsoo-Tv meee em 
®. Tightrope WBTV ..ccccccccccccccccccs - -30.3 
10, Wagon, Train WSO0-TV ......0+-eeee000+30.3 
PITTSBURGH 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 

1. Shotgun Slade (MCA) KDKAa-Tv Sat. 10:30 .27.4 
2. Navy Log (CBS) kpKa-Tv Sat. 11 ......18.4 
3. Manhunt* (Screen Gems) wrap Thu. 10:30 .15.3 
4. Death Valley Days* (U. S. Borax) 

EDKA-TV Thu. 7:30 ...ceesccecseecces 14.7 
5. Huckleberry Hound (Screen Gems) 

KDKA-TV Mon. 6:30 .......+-+ eeccccccess 12.6 
6. Popeye (UAA) WIIO M-F 5 ...seeseeee -11.9 
1. Rescue 8* (Screen Gems) wramp Thu. 7:30 ..11.4 
8. White Hunter* (Schubert) KpKa-Tv Thu. 10.10.7 
9. Quick Draw McGraw (Screen Gems) 

KDKA-TV Tue. 6:30 .....s+0+ cocccccccelO.3 
9. Lock Up (Ziv-UA) wio Sun. 10:30 ......10.2 
10. Woody Woodpecker (Burnett) KDKA-TV 

Wed. 6:30 cccccccceccccees cosccceosce 09 
11. Sea Hunt (Ziv-UA) KpKa-Tv Sat. 7 ..... 9.3 
12. Highway Patrol (Ziv-UA) wrap Tue. 10:30 8.7 
13. U. S. Marshal (NTA) wiro Tue. 10:30 .. 8.5 
14. Phil Silvers (CBS) KpKa-tTv Wed. 8 - 8.2 

j TOP FEATURE FILMS 

1. Gateway Studio KDKA-TV Fri. 11:15- 

Ls15 O.M. wccccccccccccvccecsescescess 13.5 

. 2. Gateway Studio #1 KDKA-TV Mon. 11:15- 

12245 Bm. coccccccceceserssecesseees 12.8 
3. Feature For Sunday* KpKA-Tv Sun. 1:30-5 ..11.7 
4. Gateway Studio KpKa-Tv Thu. 11:15-1 a.m. .10.4 
5. Gateway Studio KDKA-TV Wed. 11:15- 

ae. SarrrrrrrTrrirrrrrririrrit ttt ttt 10.1 
5. Gateway Studio KDKaA-Tv Sat. 11:30- 

22BO GM. cocccccscccccecscscesccccese 10.1 
5. Gateway Studio #1 KDKA-TV Sun. 11:15- 

BsBO Bm. coccccccccccccccvccccsccces 10.1 

TOP NETWORK SHOWS 

1. Gunsmoke KDKA-TV ...... errrrrrrr Te 39.2 
8. Esther Williams*® WIIO ......eseeeseeees 33.8 
8. U. S. Steel Hour* KDKA-TV .....eeeeees 32.5 
4. What’s My Line KpKA-TV 1 
5. The Untouchables* WTAE 5 
6. Have Gun, Will Travel KDKA-TV . 8 
7. I’ve Got a Secret KDKA-TV ....--eeeeeee 8 
8. Father Knows Best KDKA-TV 3 
@. Twilight Zone* KDKA-TV ....... 7 
1@. Diagnosis Unknown KDKA-TV 1 








GREENSBORO-WINSTON- 
SALEM 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1, Pony Express* (CNP) wrmy-tv Fri. 8:30 ..30.1 
2. Sea Hunt (Ziv-UA) wrmy-tv Sat. 7 ......21.4 
3. Huckleberry Hound (Screen Gems) 

Weer-Sv Pri. $280 .ncccccceccscescs --18.3 
4. U. S. Marshal (NTA) wray-tv Tue. 8 ....17.9 
5. Johnny Midnight* (MCA) 

WHME-EV Bat. 10:80 .nccccccccccccseces 16.8 
6. Roy Rogers (Roy Rogers Synd.) 

WHMEBE Gat. C288. ccccccocecccccsecess 16.6 
7. Highway Patrol (Ziv-UA) wrmr-tv M-F 6 14.2 
8. 26 Men* (ABC) wrmy-Tv Tue. 7:30 ...... 14.1 
9%. This Man Dawson (Ziv-UA) wrmy-tv Tue 7 13.5 
10. Woody Woodpecker (Burnett) 








CORSE Tre SIRO. wi.caccniscsccchoses 12 
11. Not For Hire* (CNP) wrmy-tv Thu. 7:30 12. 
11. Cireus Boy (Screen Gems) 

waye-Tv Sat. 11:30 a.m. .....c.cceccees 12.4 
12, Lock Up* (Ziv-UA) wsys-Tv Thu. 7 ....... 11.8 
13. Whirlybirds* (CBS) wrmy-tv Thu. 7 ....11.1 
14, Sheena of the Jungle* (ABC) 

WHEE BE. SBD crccccccccececsces 10.8 

TOP FEATURE FILMS 
1, Play of the Week wrmy-tv Sun. 2:30-4:30 8.0 
2. Movie Hour wrmy-tTv Wed. 11:15-12:30 a.m. 3.6 
3. Movie Hour wrmy-tv Fri. 11:15-1 am. .. 3.4 
3. Feature Movie wsss-Tv Sat. 12-1:15 a.m. 3.4 
4. Movie Hour wrmy-tv Sat. 11:30-1 a.m. 2.7 
TOP NETWORK SHOWS 
1. Gunsmoke WFMY-TV .......200-2--ee0e0. 43.8 
2. Ed Sullivan WFMY-TV .........5--see00: 43.2 
3. Have Gun, Will Travel wrMyY-TV ........ 42.7 
4. Rawhide wrMyY-Tv - 35.6 
5. G.B. Theatre WFMY-TV .........-scsse0% 34.9 
©. Dightvepe WHMEEV .ccccccccccccccesces 33.1 
7. I've Got a Secret WFMY-TV ...........555 32.4 
8. Wagon Train wW8SJ8-TV ..........++- - 32.1 
9. Wanted—Dead Or Alive WFrMY-TV ........ 31.7 
10. Mr. Lucky WFMY-TV ......-c0eeeeeeeees 31.2 
SHREVEPORT 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Not For Hire (CNP) kKTBs-TV Mon. 8 ....31.0 
2. Mike Hammer (MCA) KSLA-Tv Sat. 9:30 ..21.4 
3. Tombstone Territory (Ziv-UA) 

EStA-TV Wed. 7330 ..cccccccccccccccces 29.1 
4. Rescue 8 (Screen Gems) KsLA-TV Tue. 8 ..23.2 
5. Sea Hunt (Ziv-UA) KsLa-tv Fri. 10 ......21.4 
5. This Man Dawson (Ziv-UA) 

KTBS-TV Sun. 9:30 ...... eovecccccesccodsed 
6. Three Stooges (Screen Gems) 

Eree-Tv M-F & ...cccccccce eccccecceel9.3 
7. Quick Draw McGraw (Screen Gems) 

KSLA-TV Wed. 5:30 .......ce00% ccocccccclS.8 
8. Lock Up* (Ziv-UA) xkrss-tv Thu. 9:30 ..18.7 
9. Manhunt* (Screen Gems) KTBs-Tv Thu. 8 ..18.0 
10. Huckleberry Hound (Screen Gems) 

KSLA-TV Tue. 5:30 .......-+0- coccccocs 17.4 
Tl. Man Without a Gun (NTA) KsLa-tTv Sat. 6 .17.2 
12. Shotgun Slade (MCA) KTBS-TV Wed. 9:30 .16.5 
13. Four Just Men (ITC) Ksta-tv Fri. 9:30 ..15.8 
14. Circus Boy (Screen Gems) 

ETBS-TV Sat. 8:30 2.2.2... ccceeeceeccees 14.9 

TOP FEATURE FILMS 
-1 Cinema XII KsLA-TV Mon. 5-6 ...... 12.8 
2. Movie Premiere KSLA-TV 

Bri. 10:45-12:15 a.m. .....02ee0-5 7.7 
3. Night Owl Theatre KsLa-TVv 

Mon. 10:45-12:15 a.m. .....ceeeeeecees 5.4 
3. Movie Matinee KTBS-TV Sun. 3:30-5 ...... 5.4 
4. Big Movie KTBS-TV Sat. 11-12:15 am. ... 5.2 


~ 
SOMA AM > wee 


. Esther Williams* 


. Wells Fargo KTBS-TV 


TOP NETWORK SHOWS 


KTBS-TV 
I’ve Got a Secret KSLA-TV 
Gunsmoke KSLA-TV 
Wagon Train KTBS-TV 
Have Gun, Will Travel KsLA-TV 
Alcoa Theatre* KTBS-TV 
U. 8S. Steel Hour* KSLA-TV 
Perry Mason KSLA-TV e 
Johnny Ringo* KSLA-TV .....eeeeeeeeess 31.3 


~wMAnona 
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INDIANAPOLIS 


4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1. Border Patrol (CBS) wisu-tv Sat. 10:30 ..18.7 
2. Death Valley Days (U. 8. Borax) 

wism-tv Gat. 7 .....202. . 15.4 
3. Tombstone Territory* (Ziv-t A) 

WHOSE TT ccc ccccccce 13.7 
4. This Man Dawson* (Ziv-UA) 

wrem-tv Thu. 10:30 .. ax o BAF 
5. Highway Patrol (Ziy-UA) 

WrBM-TV Sat. 10:30 .......-000. 11,1 
6. Sea Hunt* (Ziv-UA) wiw-1 Thu. 7 10.7 
7. Huckleberry Hound (Screen Gems) 

WLW-t Mon. 6:30 ..... scvcece 16.3 
8. How to Marry a Millionaire* (NTA) 

WRG Fs FT cicvcnsccrscsseces 10 
9. Rescue 8 (Screen Gems) wiw-1 Fri. 7 .... 9.2 
10. Quick Draw McGraw (Screen Gems) 

Were TeG, S188 scccccccescccccess 9.8 
11. Whirlybirds (CBS) wisu-tv Sat. 6:30 8.1 
12. Lock Up (Ziv-UA) wisn-tv Mon. 7 8.0 
12. Silent Service (CNP) wiw-r Sun. 6 8.0 
13. Phil Silvers* (CBS) wiw-1 Thu. 10:30 7.7 
14. U. S. Marshal (NTA) wisH-Tvy Tue. 7 6.8 

TOP FEATURE FILMS 
1, Big Movie wisH-Tv Wed. 7-9 ......... --16.7 
2. Late Show wisu-Tv Sat. 11:15-12:45 am. . 8.9 
3. Early Show wisu-tv Thu. 5-6:30 ..... 7.1 
4. Summer Playhouse* wreM-Tv Sun. 2-5 6.4 
4. Early Show wisu-Tv Mon. 5-6:30 ...... 6.4 
TOP NETWORK SHOWS 
1, Gunsmoke WISH-TV .......eeeeccceccecee 32.9 
2. I’ve Got a Secret WISH-TV ..........+++-82.1 
3. Esther Williams* wreM-TV ...... -++-80.3 
4. The Untouchables* WLw-t ............06. 28.2 
5. Perry Mason WISH-TV ........ escgaded 25.7 
6. Wagon Train WFBM-TV ........... +++ 24.6 
6. Father Knows Best WISH-TV ..........«++ 24.6 
7. What's My Line wWisH-Tv ...... ; a 
8. 77 Sunset Strip* wuw-1 ........ scccunmn 
9. Have Gun, Will Travel wisu-tv 24.1 
SYRACUSE 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Rescue 8 (Screen Gems) wsyr-tv Fri. 9:30 26.7 
2. Death Valley Days (U. 8S. Borax) 

WHEN-TV Sat. 10:30 .......c0e-eeceeces 24.4 
3. Manhunt* (Screen Gems) 

WSYR-TV Thu. 10:30 .. 2.2... cceccenccees 22.4 
4. Shotgun Slade (MCA) wsrr-Ty Wed. 10:30 16.6 
5. Huckleberry Hound (Screen Gems) 

WSER-EV The. & .cccccccccccccccccccecs 15.9 
6. Sea Hunt (Ziv-UA) wsryr-tTv Wed. 7 ..... 15.1 
7. Johnny Midnight (MCA) 

WSYB-TV Sat. 10:30 .....ceccccccee . 15.0 
7. Popeye (UAA) wsyr-tTv M, F 5 

W, Th. 6; Fri. 5; Sat. 8:30 a.m. .. oscookae 
8. U. S. Marshal (NTA) wayrr-tv Fri. 7 ....14.1 
9. Air Power (CBS) wupn-tv Sat. 7 ........ 13.8 
10. This Man Dawson (Ziv-UA) wsyrr-tv Tue. 7 13.4 
11. Quick Draw McGraw (Screen Gems) 

Werm-Tv Tue. § .ccccccccccccce coccceelS.3 
12. Woody Woodpecker (Burnett) 

wsre-Tv Wed. 5 ........ eccenevceces 12.7 
13. Lock Up (Ziv-UA) wsyar-tvy Thu. 7 oc ck 
14. Celebrity Playhouse (Screen Gems) 

WSYB-TV Mon. 7 ...sccccccccceseseseses 10.3 

TOP FEATURE FILMS 
1. Movie of the Week 

WSYR-TV Sun. 10:30-12:30 .......-s0005 19.0 
2. Sunday Movietime wsre-tTv Sun. 5:30-7 18.4 
3. Star Theatre* WHEN-TV 

Pri, 11215-12245 @.m. ..ccccccccccecsces 13.7 
4. Saturday Cinema* wsrr-tv Sat. 5°30-7:30 .12.6 


5. Late Show WHEN-TV Mon. 11: 


15-12:45 a.m. .11.6 


TOP NETWORK SHOWS 











. Esther Williams* wsrR-Tv 2 
Alcoa Theatre* wsYRk-TVv 4 
The Untouchables WSYR-TV ........0506+ 7.2 
Peter Gunn WSYR-TV ..... 33.1 

. Loretta Young WSYR-TV ......-eceeeeeens 2.0 
Gunsmoke WHEN-TV .... 6. sce ccceeweeeee a 
All-Star Rodeo*® WHEN-TV .......ss00s005 a 
Ed Sullivan WHEN-TV ......sseeeescseee 4 

. Tightrope WHBN-TV .....-seeceeeenee .29.8 

. Bachelor Father® WSYR-TV .......+-++0+5 30.8 


Se ee ee ee 
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Spot (Continued from page 91) 


PARFUMS CORDAY, INC. 
(Philip J. Lane Advertising, N. Y.) 


Making its initial entry into tv, FAME 
perfume is starting schedules of filmed 
ID’s in a few top markets, using a 

theme that “Anything can happen when 
you use Fame,” and generally following the 
tv tactics of another large perfume name. 
The spots will run until Christmas. 
Agency head Phil Lane is the contact. 


PETER PAUL, INC. 


(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


Adding to the activity reported here Aug. 
22, MOUNDS and ALMOND JOYS 

set new schedules of prime-time 20’s and 
non-prime minutes in about 15 markets 
during the latter part of this month. The 





Skin-Diving History 


Mask and Flippers, the story of skin 
diving, by Lloyd Bridges, as told to 
Bill Barada. Chilton Co., Philadel- 
phia. $3.50. 

While Lloyd Bridges has long 
been a well-known actor, the fact 
that he is also an accomplished skin 
diver was not generally realized until 
he first appeared as Mike Nelson in 
the Ziv-UA syndicated Sea Hunt 
series. Even now many viewers may 
not realize the Sea Hunt hero is more 
interested in the locale of the series 
than any skilled actor would be in 
doing the job to which he is assigned. 

Truth of the matter is that Mr. 
Bridges has been preoccupied with 
skin diving for years. “From the 
first moment underwater I knew that 
every spare hour I could squeeze 
away from mundane duties would 
be spent submerged,” he says. This 
is why he is so enthusiastic about 
his role. 

Mask and Flippers covers the fas- 
cinating history of skin diving and 
includes detailed information on the 
techniques and skills necessary to 
safety in the use of equipment. These 
essentials are spiced with hundreds 
of stories of skin diving, some of 
which Mr. Bridges experienced him- 
self, others from the literally thou- 
sands of letters he has received from 
skin divers all over the world since 
the Sea Hunt series became popular. 
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schedules are for eight weeks. Joe Devlin 
is the timebuyer. 


J. NELSON PREWITT, INC. 
(Hanford & Greenfield, Rochester) 


As noted here July 13 and Aug. 8, the 
maker of MATEY bubble-bath soap for 
kids is embarking on a slow-and-steady use 
of tv spot that’s seen the product spread 
from southern markets upward along 

the east coast into Philadelphia, New York 
and now Boston. Heavy frequencies of 
minutes in Three Stooges, Cartoon Carnival 
and other kid-shows and movies have 

been set for long-term runs on WNAC-TV 
Boston and other stations in the New 
England area. Additional markets are 
expected to be added. Agency president 

R. S. Hanford is the contact. 


PROCTER & GAMBLE CO. 
(Young & Rubicam, Inc., N.Y.) 
Plans were in the works at press time 

for activity shortly on SPIC AND SPAN, 
probably involving night minutes in top 
markets as in past campaigns. Joe Ostrow, 
assisted by John Galbraith, is the 

buying contact. 


Buyers’ Check List— 


New Representatives 
Kswo-Ttv Lawton-Wichita Falls has ap- 
pointed Venard, Rintoul & McConnell as 
national sales representative, effective im- 
mediately. 





KTVE Monroe-E] Dorado has appointed 
the Bolling Co. as national sales repre- 
sentative, effective immediately. 


Station Changes 

KFvs-tv Cape Girardeau, Mo., on Oct. 
19 began transmitting from its new 1,676- 
foot tower, said to be the world’s tallest 
structure. The new tower, almost twice 
the size of the old one, is expected to 
more than double the station’s potential 
audience. 

KLIx-Tv Twin Falls has been added to 
NBC-TV’s interconnected PEP _ station 
group. 


Kvip-Ttv Redding has been deleted from 
NBC-TV’s PEP group but will continue 
to be available for network programming 
on an occasional basis. 


Kvig-Tv Eureka has been deleted from 
NBC-TV’s PEP station group but will 
continue to be available for network pro- 
gramming on an occasional basis. 


wtvm Columbus has been removed from 
all regular NBC-TV rate guide station 
lists. The station, an ABC-TV primary, 
will continue to be available for NBC-TV 
programming on an occasional basis. 


Network Rate Increases 


ABC-TV: 
waFs-tvy Baton Rouge, from $250 to 
$450, Oct. 1. 





Dancer-Fitzgerald-Sample has  ap- 
pointed W. Watts Biggers, an account 
executive in its New York office, as 
a vice president. Mr. Biggers is an 
executive on the General Mills ac- 


count, 


wicu-tv Erie, from $650 to $725, Oct. 1. 


wsav-tv Savannah, from $325 to $350, 
Oct. 1. 


NBC-TV: 
KFsD-TV San Diego, from $800 to $910, 
Nov. 1. 


KYW-Tv Cleveland, from $2,400 to $2,500, 
Nov. 1. 


wckt Miami, from $1,050 to $1,200, 
Nov. 1. 


wpAF-tv Kansas City, from $1,400 to 
$1,500, Oct. 1. 


WGEM-TV Quincy-Hannibal, from $475 to 
$525, Nov. 1. 


WINR-TV Binghamton, N.Y., from $200 to 
$225, Nov. 1. 


wis-tv Columbia, S.C., from $525 to 
$600, Oct. 1. 


wet Jackson, Miss., from $450 to $550, 


Oct. 1. 


wmct Memphis, from $1,200 to $1,275, 
Nov. 1. 


wretz Plattsburg, N.Y., from $325 to 
$400, Oct. 1. 


wsaAv-tv Savannah, Ga., from $325 to 
$350, Oct. 1. 


wsJs-Tv Winston-Salem-Greensboro, from 
$750 to $800, Nov. 1. 









So 
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QUAKER CITY CHOCOLATE 
& CONFECTIONERY CO. 


(Adrian Bauer & Alan Tripp, Inc., 
Philadel phia) 


The fall campaign reported here last 

June 27 is noted by this company as its 
heaviest ever, with 20 stations currently 
running strong frequencies of kid-show 
minutes. New animated films are used with 
live-personality introductions, running 
until the Christmas holidays. Tv-radio 
director Elmer Jaspan is the contact. 


QUAKER OATS CO. 
(Clinton E. Frank, Inc., Chicago) 


The past two weeks saw new schedules 

of day and night minutes start in 11 

major markets east of the Mississippi for 
FLAKO pie and muffin mixes. Frequencies 
vary by market, with most areas getting 

at least a 12-plan. Camille Muscarella 

is the timebuyer. 


QUALITY CHEKD DAIRY 
PRODUCTS ASS’N. 


(Wentzel & Fluge, Inc., Chicago) 


In announcing its plans for the year ahead, 
this association notes that part of its 
$750,000 budget will go into local tv 
throughout a 36-state area in which it 

has cooperating dairies. Media director 
Sally Israel is the contact. 


RONSON CORP. 


(Norman, Craig & Kummel, Inc., 
N.Y.) 

With NC&K handling the shavers for 
Ronson (in addition to working on the 
lighters) until Papert, Koenig & Lois 
takes over at year-end, a pre-Christmas 
spot drive has been set in a small group 
of major markets. Prime-time 20’s, in 
frequencies of about six spots weekly, 
start early next month and run until 
Dec. 22. Al Silverman handled the 
timebuying assignment. 





Robert J. Lyon has been elected vice 
president at Ted Bates & Co., it has 
been announced by Rudolph Mont- 
gelas, president. Mr. Lyon joined the 
agency last year as account super- 
visor for Wallace Laboratories. Be- 
fore that he had been with the 
American Medical Association as 
director of advertising and related 
activities for more than 12 years. 











Want facts to prove 


TELEVISION BRINGS CUSTOMERS? 


























Then what you need is a set of the TELEVISION AGE Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 
advertisers. Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 
Product group stories available in reprint form are listed on the order blank below. 





Reader’s Service 


Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 








No. Number of copies No. Number of copies 
33. Auto Dealers 45. Home Building & Real Estate 

44. Bakeries 21. Insurance Companies a 
42. Banks & Savings Institutions 8. Jewelry Stores & Manufacturers —— 
26. Beer & Ale 23. Men’s Clothing Stores — 


29. Moving & Storage — 
38. Newspapers & Magazines -—- 
9. Nurseries, Seed & Feed — 
35. Pet Food & Pet Shops — 
40. Pre-fab Housing ——- 
28. Restaurants & Cafeterias — 
16. Shoe Stores & Manufacturers — 
11. Soft Drink Distributors — 
13. Sporting Goods & Toys — 
20. Telephone Companies — 
48. Television & Radio Receivers - 

39. Theatres —- 
37. Tires & Auto Accessories — 
12. Travel, Hotels & Resorts — 


36. Candy & Confectionery Stores 
22. Coffee Distributors 

31. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 

41. Dairies & Dairy Products 

27. Dept. Stores (Ed. of a Giant) 

14. Drugs & Remedies 

43. Drug Stores 

49. Dry Cleaners & Laundries 

_18. Electric Power Companies 

25. Electrical Appliances 

11. Farm Implements & Machinery 
46. Furniture & Home Furnishings 
19. Gas Companies 

47. Gasoline & Oil 


MPTP TTT ETE EET ETa 











50. Groceries & Supermarkets —— 32. Weight Control — 
10. Hardware & Building Supplies —— 34. Women’s Specialty Shops — 
Name —_—— Pesitiea ——_—_______ 
Company —s 
Address —_—— = 
City Zone State 








[) I enclose payment 


() Please enter my subscription for TELEVISION AGE, for one year at $7, As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 
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Roeland Jan van Emmerik has joined 
Geyer, Morey, Madden & Ballard as 
associate director of media. Mr. van 
Emmerik comes to Geyer from a 
similar post at Lennen & Newell, 
which he joined in 1955, leaving in 
1959 to serve as general manager of 
the TVQ Division of Home Testing 
Institute and 
months later as associate media di- 
rector. Before that he was a radio-tv 
analyst with N. W. Ayer & Son and 
assistant production manager for the 


A. C. Nielsen Co. (Australia). 


returning several 


JOSEPH SCHLITZ 
BREWING CO. 


(Gordon Best Co., Chicago) 


The late-summer continuations and 
expansion of the OLD MILWAUKEE 
campaign noted here July 25 are being 
extended through the end of the year, 
with heavy prime-time spot placements 
in top markets in Virginia, Florida and 
Texas. In Michigan, marketing plans are 
being revised, and the swing is away from 
announcements to five-, 10- and 15-minute 
news and sports programs. Chief 
timebuyer Helen Wood is the contact. 


STANDARD BRANDS, INC. 
(J. Walter Thompson Co., N.Y.) 


Beginning at issue date, TENDERLEAF 
TEA starts brief schedules in 20-25 
markets, with minutes and 20's in day 

and night slots and prime-time ID's. 
Over-all placements are for five weeks, but 
the ID’s run two weeks only. Frequency 

is about 10 announcements weekly 

Joan Ashley and Peg McCauley are the 
timebuyers. 


TONI, INC. 
(Clinton E. Frank, Inc., 


As noted last issue, activity is on at 
several Toni agencies for various products. 
A previous spot campaign that was to 
wind up in September proved successful 
enough to generate extensions until 
year-end. About 10 markets got new 
three-week placements of day and night 
minutes late last month on TAME 


Chicago) 








| VIDE-KNOW-HOW]| is the 





(some very old) horror pictures. 


hottest late periods. 
can_ average, “SHOCK THEATRE" 
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and oar, “SHOCK THEATRE” ws it! 


rare Showmanship/Salesmanship 
earned consistent Top (late night). Ratings* for the show that features old 
Ronald" 
night to guide legion viewers and delighted sponsors through television's 
With 65% more viewers than the other two stations 
typifies the 
[ VIDE-KNOW-HOW] delivers the audience, too, in the market's Top Rated* 
children's show and 89 Top Rated prime quarter hours. 


Host 


*Tops in EVERY Survey since March '60 


A AGIVE 


NORFOLK e PORTSMOUTH 
REWPOny WEWS « * HAMPTON 





that has 


is resurrected every Friday 


job WVEC-TV is doing. 





<P> 


AT? 


THE KATZ AG 











Vitt. 


Samuel B. vice president at 
Doherty, Clifford, & Shen- 
field, has been appointed media di- 
Mr. Vitt joined 
the agency in 1956 as a media time- 


Steers 
rector at the agency. 
buyer and was appointed vice presi- 


dent and 
this year. 


associate media director 


WHITE RAIN, etc. Mary Alice Crisafulli 
and Ruth Babick are the timebuyers. 


VIC TANNY GYMS 
(Charles N. Stahl Adv., N.Y.) 


Having found the right medium to 
promote its gyms, this company plans to 
continue in the future to put most of 

its money into spot. In the past two 
months, new branches have opened in 
Buffalo, Detroit and Toronto, with the 
opening of a Philadelphia plant expected 
momentarily. In each area, heavy place- 
ments of filmed minutes are used on a 
year-long basis. Account executive 
Robert Franklin handles the buying for 
the east. 


WHITEHALL PHARMACAL CO. 
(Ted Bates & Co., Inc., N.Y.) 


PRIMATEEN, promoted mainly for hay- 
fever relief during the late fall, set 

some 20-week schedules of night minutes 
in scattered major markets to begin 
early this month. Frequencies are fairly 
light. Mimi Roth is the timebuyer. 


WHITEHALL PHARMACAL CO. 
(Tatham-Laird, Inc., N.Y.) 

Additional activity was reported on during 
the past few weeks for DRISTAN, with 
major markets getting light frequencies of 
night minutes to run through next spring 
or longer in top cold-weather markets. 

Josh Wills is the timebuyer. 


WILSON CHEMICAL CO. 
(Mohr & Eicoff, Inc., 


The latest product set at this agency, 
which uses much mail-order tv, is E-DAY, 
a rodent poison that got its first spot 
exposure in five midwestern markets now 
running 52-week schedules. A second 
handful of markets is expected to be 
added shortly. Day and night minutes on 


Chicago) 


film are used. Frequencies | average six 
spots weekly. Media director Roy MacLean 
is the contact. 


















Use of Tv (Continued from page 47) 


$7.6 million in network television, 
or 18.5 per cent of its total budget. 
It was already well ahead of its his- 
toric competitors—Colgate-Palmolive 
and Lever Bros.—in its commitments 
to television. 

The same pattern followed in 1952. 
CBS-TV’s Jackie Gleason Show was 
added for Lilt, and the year’s total 
network investments climbed to $14.2 
million, representing 31.2 per cent of 
P&G’s total advertising budget. In 
1953 network television’s share of 
P&G advertising money climbed to 
33.8 per cent, as gross time billings 
were estimated at $14.8 million. The 
following year saw the advertiser 
with 12 programs on the air (The 
Loretta Young Show among them), 
and the problem of rising costs be- 
came a factor in the way in which 
programs were purchased. In order 
to spread out its investments to reach 
the maximum number of people, co- 
sponsorship agreements were ar- 
ranged with Philip Morris for / Love 
Lucy, R. J. Reynolds for Topper, 
Hazel Bishop for This Is Your Life 
and Simmons Mattress for My Fa- 
vorite Husband. 


Pattern Similar 

\ similar co-sponsorship pattern 
developed in 1955. The prize-winning 
Ding Dong School on NBC-TV man- 
aged to be big enough and important 
enough for both Procter & Gamble 
and (awful thought) Colgate-Palmol- 
ive. The latter advertised its dental 
cream, while P&G promoted Pin-It, 
a home permanent, proving that co- 
existence is possible. CBS-TV’s The 
Line-up was split with Brown & Wil- 
liamson in 1955, and P&G’s total net- 
work billings in that year climbed 
to $33.8 million. 

Other programs, some successful, 
some disastrous, followed in the in- 
tervening years. A glance at some of 
their titles illustrates the thesis that 
P&G has no real programming pref- 
erences. ABC-TV’s Walt Disney’s Ad- 
venture Time and The Mickey Mouse 
Club in 1958 do not relate at all to 
the same network’s P&G-sponsored 
Wyatt Earp and The Rifleman. In 


1959, with seven nighttime programs 











Phil Johnson has been named -pro- 
motion manager of wWL-tvy New 
Orleans, it has been announced by 
Larry Carino, general manager. Mr. 
Johnson has been a reporter with the 
New Orleans Item, Miami Herald and 
Chicago Sun-Times. Before coming to 
WWL-TV he was public-relations direc- 
tor at the Fontainebleau Motor Hotel, 
New Orleans. 





on the air five nights of the week, 
P&G bankrolled such diverse fare as 
NBC-TV’s Buckskin and Restless Gun 
on Monday nights, ABC-TV’s Wyatt 
Earp and NBC-TV’s Dragnet on Tues- 
day nights, NBC-TV’s This Is Your 
Life on Wednesday nights, ABC-TV’s 
The Real McCoys on Thursday nights 
and CBS-TV’s The Line-up on Friday 
nights. By this time P&G network 
billings had climbed to $50.6 million. 
Very little in the way of a pattern 
can be seen in the company’s present 
line-up of network nighttime pro- 
grams. With the exception of the two 
new situation-comedy programs noted 
earlier (sponsorship of which seems 
to be a bow in the direction of an 
alleged trend), there is nothing es- 
pecially startling in its schedule. With 
either full or alternate-week sponsor- 
ship of eight programs on five nights 
of the week (and participations in 
several others) P&G continues with 
Wyatt Earp and The Real McCoys 
and mixes these with Robert Taylor’s 
Detectives and Peter Loves Mary. 
The reason for this seeming lack 
of program preference probably re- 
volves around the sheer number and 
variety of the company’s products. 
Each brand, after all, is supposed to 
have its individual personality, and 
the program that might do for Spic 
and Span would never do for Big 


Top peanut butter. Gleem is a tooth- 
paste for those who can’t brush their 
teeth after every meal, but Crest is 
for the more scientifically minded 
who know how valuable fluoride is. 
Would the same housewife buy Zest, 
the beauty bar, as well as “new white” 
Lava soap? 


Circulation Needed 


These are questions which perplex 
top marketing strategists at P&G, and 
make them despair of ever estab- 
lishing program identification with 
any one brand. Besides, it’s too cost- 
ly. The answer: get circulation even 
if the audience composition isn’t per- 
fect. The new American father shops 
too, even if he does get Crest con- 
fused with Zest, Drene mixed up with 
Gleem, Cheer associated with the 
corner liquor store. 

This emphasis on numbers should 
not cloud the fact that P&G television 
people are among the most sophisti- 
cated in the business. They do not 
hide behind cost-per-thousand fig- 
ures; they simply insist on utilizing 
all available facts and relating them 
to the company’s marketing needs. 
Does their caution work against 
them? One former P&G executive 
thinks so. “By refusing to take big 
gambles, they lose out on the big 
pay-offs. The really brilliant idea 
can’t be researched. On the other 
hand, no company in the field comes 
close to them in the scientific evalu- 
ation of media. Besides, how can you 
argue with success?” 


Like Creativity 


One agency official, who once 
worked for years on many P&G ac- 
counts, isn’t about to quarrel with 
success. “P&G has always been re- 
ceptive to creativity,” he insists, “but 
its system tends to eliminate dead- 
wood, and so you hear complaints. 
As usual, it’s the least talented who 
complain the loudest. You must be 
organized, you must have your facts 
when you talk to them. They have 
no patience with Madison Avenue 
induction.” 

This executive related the develop- 
ment of the Zest commercials as an 
indication of the way in which P&G 
people respond to creative thinking. 
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The initial problem, he says, was to 
put over a bar detergent as a beauty 
soap. P&G bought the solution— 
which was to create an emotion of 
cleanliness, and the commercial, with- 
out any direct selling, became a 
carry-through of the word “zest.” 
“Without a client as intelligent and 
as television-aware as Procter & Gam- 
ble, we couldn’t have done it,” he 
concludes. 

In its spot investments P&G has 
exhibited the same hard-eyed appre- 
ciation of facts. As one station rep- 
resentative executive notes, “Since 
it’s a multiple product operation, it 
can and does take advantage of dis- 
counts—but their people will never 
push you off the rate card. They 
have certain minimum requirements 
related to audiences, audience com- 
position, cost-per-thousand, homes 
reached. In spot buying, at least, the 
slide rule is king, but it has to be— 
prestige and climate considerations 
are for clients with prestigious items 
to sell.” 


Competent, E ficient 


This appreciation of the compe- 
tence and efficiency of P&G media 
people and of P&G agency media 
personnel is widespread. “They don’t 
have to be cute or nasty,” says an- 
other station rep executive, who re- 
fused to discuss the company at any 
greater length (on the grounds that 
“they’re too goddam big, too im- 
portant to fool with”). “I'm just 
thrilled and flattered that they put so 
much money in spot television.” 

The executive was referring to the 
$45 million P&G placed in that me- 
dium alone in 1959. He also had in 
mind the $28.6 million spot tv in- 
vestment in the first six months of 
this year, better than $4 million 
higher than P&G network investments 
in the same period. For it would 
seem as though the company is 
expanding in spot at a_ greater 
rate than in network. In 1956 P&G’s 
spot spending was less than half— 
$17.5 million—of its $43.6-million 
network commitments. But by 1957 
P&G spent $25.9 million in spot, as 
compared to $47 million for network, 
and by 1958 the figure was up to 


$33.8 million, as compared to net- 
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Selling (Continued from page 43) 


added later. 

Large space (as opposed to the 
business-card type of advertising of 
the day) was purchased in leading 
magazines, top illustrators were em- 
ployed, and verse and humor were 
used to sing the praises of Ivory. 
These moves committed P&G forever 
to brand-name marketing, large-scale 
advertising and mass _ production. 
Marketing techniques are different 
today, but the approach is basically 
the same. (The chemistry professors’ 
analysis of Ivory and its subsequent 
promotion were equaled, perhaps even 
bettered, this year when the American 
Dental Association endorsed Crest 
and the element stannous fluoride.) 


Own Competitor 


P&G’s method of competing with 
itself as well as its opposition has 
been discussed in some detail in the 
lead article, but a word about it as 
that practice relates to market posi- 
tion would not be out of place here. 
In addition to the obvious value of 
stimulating more energetic sales and 
promotional activities within the com- 
pany, the intra-divisional brand com- 
petition assures (or should assure) 
P&G a dominant share of a given 
market. 

There are good reasons, of course, 
for being a multiple-brand operation 
in the first place (i.e. General 
Motors). No one product can incor- 
porate all the values demanded by 
differently oriented consumers whose 
regional, class and educational back- 
grounds shape distinct preferences 





work’s $50.6 million. All told, just 
in the past five years measured by 
TvB, P&G spot investments have 
totaled $155,984,450. 

If network gross time billings over 
the past decade were added to this 
conservative spot total, we would find 
that P&G has invested close to one- 
half billion dollars in_ television. 
(P&G’s network total: $310,248,555. ) 
This staggering total, equal to all 
television billings for the year 1954, 
is the strongest, most complete en- 
dorsement of an ‘advertising medium 
ever made by a major company. 





James A. Dearborn has been named 
assistant to the president of Kenyon 
& Eckhardt by David C. Stewart, 
president. Mr. Dearborn will continue 
as K&E account supervisor but will 
also assist Mr. Stewart in the manage- 
ment of the firm’s 11 offices and with 
special accounts. He has been with 
the agency since 1956 and became a 
vice president in 1957. 





(can you imagine Zsa Zsa Gabor 
using Tide, when Dreft is available? ). 
Then again, in the detergents, toilet- 
goods and food fields buyers are 
notoriously fickle—any attractive new 
package will sway brand loyalties. 
(Item: Cheer never really got off the 
ground, it’s generally conceded, until 
its color was changed to blue.) 


Constantly Improving 


With these distressing market 
realities facing them, P&G and other 
companies find it necessary to keep 
constantly on their toes in the areas 
of product improvement, product de- 
velopment, packaging, merchandising 
and advertising. If you slow up, a 
competitor will take the lead in a 
given field. P&G seems distinguished 
from its competitors in two ways: not 
only does it promote a new product 
to an extent where it is almost guar- 
anteed a substantial share of the 
market within a short time, it also 
knows when it is reaching a satura- 
tion point, when further promotional 
investments would not be profitable. 
At the same time, it must also main- 
tain its established position. As an 
example, an estimated $2.7 million 
was invested in spot and network 
television alone in 1959 for the 82- 
year-old Ivory. 


This picture of speed and footwork 





















should not obscure the fact that often 
a great deal of time is taken by P&G 
to establish a brand. Many stories 
illustrating this point have been cir- 
culated. One of them relates to Tide, 
and it goes rather roughly like this: 
Intensive marketing on this first 
heavy-duty synthetic detergent was 
started in January of 1946 in such 
test areas as Sioux Falls, Albany, 
N. Y., Wichita, Springfield, Mass., 
Lima, Ohio, and Evansville, Ind. Be- 
cause of post-war production prob- 
lems and because P&G reportedly 
underestimated the market for Tide 
(it was thought that it would do well 
only in the hard-water sections of the 
country) things went slowly. Tide did 
not go into national distribution until 
February 1949, and to the surprise of 
many soap experts, caught on in soft- 
water areas like New York and San 
Francisco. (Soap does as well as 
synthetic detergents in soft water.) 


White to Blue 


By 1952, when P&G brought out 
Cheer (which “gets clothes whiter 
than white”), Tide was understood to 
have cornered 40 per cent of the 
detergent market with its brief per- 
formance claim, “Washday Miracle.” 
Cheer, after it went from white to 
blue (it was distinct from Tide in 
performance in that it lathered better 
in cool water) and was marketed 
nationally in 1952, wound up in sec- 
ond spot in the detergents field, just 
below Tide. 

Perhaps an even more fantastic 
marketing story is yet to be written 
on Crest, which was _ introduced 
nationally in 1955 to compete with 
Colgate Dental Cream and with P&G’s 
own Gleem. Within two years Crest 
had fought its way to third place 
behind first-place Colgate and second- 
place Gleem. It wasn’t until August 
of this year, however, that the Ameri- 
can Dental Association officially 
recognized the toothpaste as a decay- 
preventer. On the very day of the 
announcement, P&G stock on the New 
York Stock Exchange went up eight 
points, 

The endorsement was the first ever 
made in the field by the ADA, and it’s 
restricted to date only to Crest. Said 
Dr. Lester W. Burket, chairman of the 


association’s Council on Dental Thera- 
peutics: “None of the other dentrifices 
evaluated to date by the council is 
supported by evidence considered 
adequate to demonstrate substantial 
effectiveness.” With just adequate 
promotion, Crest is expected to place 
P&G in the number one spot in the 
dentrifice field. 

The entire marketing-advertising 
set-up of P&G reflects the divisional 
structure and intramural competition 
described in the lead article. In addi- 
tion, there is a staff advertising: de- 
partment headed by A. N. Halver- 
stadt, general advertising manager, 
who is responsible for guiding and 
counseling advertising policies and 
practices for all P&G divisions. Also, 
he is responsible for a number of 
staff functions in advertising—media, 
art, merchandising—servicing all the 
divisions. 

But copy supervision remains with- 
in the divisions, each of which has 
its own advertising manager. They 





Insurance Billings 


Insurance companies are in- 
vesting more money in television 
advertising. In 1960 gross time 
billings in network and national 
spot will top $16 million, accord- 
ing to figures recently released 
by the Television Bureau of Ad- 
vertising. This compares with 
$14,040,755 spent in 1959. 

Billings in the first six months 
of 1960 were $7,264,611—$5,- 
584,611 in network and $1,680,- 
000 in spot. 

Ranking top in gross network 
‘billings was Mutual Benefit 
Health & Accident Association 
with $3,036,436, followed by 
Prudential Insurance Co., $2,- 
369,634, and Allstate Insurance 
Co., $1,688,700. 

Among the sizable audience 
programs now being used by 
insurance companies are Twen- 
tieth Century (Prudential), Ce- 
lebrity Golf (Kemper), The 
Right Man (Travelers), Today 
(Insurance Co. of North Amer- 
ica), Thriller (Allstate) and 
American Heritage (Equitable) . 









are Edward G. Harness, soap-products 
division; Francis W. Dinsmore, food 
products; Joseph Beach, toilet goods; 
Thomas M. Warrington, paper prod- 
ucts, and Neil Shaver, Clorox Co. 


Fair and Thorough 


Mr. Halverstadt, who reports to W. 
Rowell Chase, newly appointed execu- 
tive vice president, also has P&G 
Productions, Inc., (programs and 
commercial production) under his 
direction. Probably the most interest- 
ing department, from a television sta- 
tion’s point of view, is media, which 
is directed by Paul Huth. 

The department operates with 
scrupulous fairness and thoroughness, 
according to those who have had any 
dealings with it. With Russ Condit 
and Hal Nabors in the field, and with 
a tried-and-true system of evaluation 
at their finger tips, Cincinnati media 
people nevertheless maintain an open- 
door policy for all comers who think 
they have a story to tell. 

“P&G's media people will listen to 
a station’s presentation as long as that 
station has a story—new information, 
additional important data,” says a 
station representative executive. “If 
you feel that you're not getting a fair 
shake from the agencies, you can 
present your case to P&G, although 
of course you clear it with the agen- 
cies involved first. P&G has its own 
method of determining effective cov- 
erage areas, and since it has an over- 
lap problem, its criteria are much 
tougher. But if the station’s story is 
convincing, a letter or phone call to 
the agencies, simply suggesting con- 
sideration of the new data, is made. 
It usually works.” 

This thoroughness and concern for 
facts, reflected in every aspect of the 
company’s marketing operation, have 
earned it the respect of all its cus- 
tomers. It is difficult to find criticisms 
of any consequence. A station man, 
asked if he felt P&G’s very bigness 
works to his disadvantage, replied: 
“Hell, no. I give discounts for a 
reason.” Retailers, occasionally cha- 
grined by P&G's refusal to play 
hanky-panky, quickly concede that its 
over-all marketing efforts bring in 
customers. The operation is unbeliev- 
ably efficient. 
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| WHY DO TWO ~ 
OF AMERICA’S 
LARGEST 
ADVERTISERS 
BUY SPOT TV 
ONLY ON WKTV 


Two of the nation’s largest 
advertisers found that the tired old 
cliche, ‘‘You can’t cover the Mohawk Valley from 
the outside,"’ was only too true. A mammoth electric 
company and a major auto manufacturer* figured they had Utica- 
Rome ‘‘covered”’ until their distributors and dealers set up a howl 
that was heard in both home offices. 


When it came to the selection of an advertising medium there was 
only one choice—WKTV. They found that no publication, no 
other medium, no outside TV, reached as many people, or 
reached them so effectively. These two accounts 
decided on spot TV in Utica-Rome. And 
it’s the only market in America 
where these two advertisers 
use spot TV. 


ch. 
wktv % 
UTICA-ROME 


Represented by H-R 


A brand new, 16 page study 
of the Utica-Rome market in general 
and WKTV in particular shows why this 
market is unique — and how WKTYV fills the 
bill. Write to Gordon Gray, WKTV, 
Utica, New York, for your copy of 
“Big Drum Along the Mohawk.” 


Names on request 
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P&G ‘Continued from page 39) 


goods, and H. Schuyler Cole, vice 
president, paper products. The 
Clorox Chemical Co. operates out- 
side of the divisional set-up as a 
separate subsidiary. 

Two executive vice presidents, 
Walter L. Lingle Jr. and W. Rowell 
Chase, oversee these divisions and 
report to president Morgens. Bleach, 
food and soap, as well as the adver- 
tising department (which functions 
in a separate staff capacity), report 
to Mr. Chase; toilet goods, paper 
and overseas (headed by vice presi- 
dent Donald H. Robinson) report to 
Mr. Lingle. J. Gibson Pleasants, vice 
president, research and development, 
reports to Mr. Chase. Kelly Y. Sid- 
dall, administrative vice president, 
reports to Mr. Morgens. 

But this chain of command should 
not obscure the fact, says a former 
P&G man, “that staff remains more 
important than line. A dispute can 
be adjudicated up the line until it 
reaches McElroy, and always the 
greatest weight is given to those clos- 
est to the problem. In this sense, the 
smallest man is as important as the 
biggest. And there’s never any per- 
sonal feeling involved in a dispute— 
in a way, the brand man runs the 


show.” 
Brand Man Function 


Another P&G man, now at a New 
York agency, thinks this picture is a 
trifle romanticized. “It may have 
been that way once, but the company 
has so many brands today that the 
individual brand men function more 
in an advisory capacity—although 
they have their rights and they do 
compete with each other.” 

Benignly watching this intramural 
competition is board chairman Mc- 
Elroy, who, except for a brief fling in 
Washington as Secretary of Defense, 
has spent his entire adult life with 
P&G, coming up through the adver- 
tising ranks (as did president Mor- 
gens). A Harvard graduate, the 56- 
year-old McElroy was named general 
manager in 1946, and two years later, 
when Mr. Deupree became chairman 
of the board, assumed the presidency. 
The hotly competitive P&G chairman 











Completion of the new management 
team of KtvT Ft. Worth, the channel 
Il station, has 
with Bing Crosby chairman of the 


been announced 


board, Kenyon Brown president, 
Alvin G. Flanagan and Ben Hogan 
vice presidents, John Hopkins gener- 
al manager, Bill Andrews (above) 


Arno W. 
Mueller Jr. program manager, D. C. 


general sales manager, 
Hornburg business manager, and Billi 
Kessel chief engineer. The station, 
formerly KFJZ-Tv, 
call-letter change at the same time the 
new executives were announced. 


announced the 





seems to embody the team spirit 
evident at the company: it can be 
traced back, perhaps, to his early 
years at P&G when he played basket- 
ball with a local YMCA team, the 
Wildcats. He played a fierce but 
largely defensive game, delegating, 
so to speak, the point-scoring to other 
members of the team. 

Mr. Morgens had been with the 
company 24 years when, at the age 
of 47, he was named to succeed the 
Washington-bound McElroy as presi- 
dent. His rise seems typical of P&G’s 
policy of promoting from within. De- 
scribed as a creative man, Mr. Mor- 
gens came up through the fact- 
oriented advertising department. He 
was named head of advertising in 
1946 just as Tide was introduced, 
and three years later, as vice presi- 
dent in charge of advertising, took 
on the job of sprucing up the toilet- 
goods division, which today contrib- 
utes an estimated 25 per cent of the 
company’s total earnings. As execu- 
tive vice president in 1954, he re- 
organized the food-products division. 

The recruitment and development 
of young executive personnel is a 












full-time activity at P&G, whose 


screening procedures are matched 


only by the Central 
Agency. The Harvard Business 


Intelligence 


School, and other like eastern col- 


leges, are favored. Employes are en- 


couraged to engage in Cincinnati 


community endeavors, and with the 
inevitable inbreeding in social affairs 
(when you throw a party it’s a P&G 
party) the average executive thinks, 
eats and plays P&G. It is a whole- 
some life, and the emphasis is on the 
family: a divorce is a poor recom- 
mendation for job advancement (ex- 
ecutives, it is reasoned, should be 
able to make the right decisions in 
the first place, and they should be 
able to manage and control their 
personal affairs). Certain rules of 
conduct apply in the office: no drink- 
ing at lunch, no sports jackets in the 
summer, no two-tone shoes. 


Back to the °30’s 


To appreciate P&G’s standing to- 
day, we must go back to the °30s, 
which were hardly a period of growth 
for most businesses. Dreft, the first 
synthetic detergent for household use. 
was introduced in 1933, and the fol- 
lowing year, Drene, the first syn- 
thetic-detergent shampoo, was placed 
on the market. These two products 
preceded the market breakthrough in 
synthetic detergents by a good 15 
years, and their early development 
insured the company its leading role 
in the post-war market. “Research,” 
Mr. McElroy has been quoted as say- 
ing, “has become an absolute neces- 
sity for survival, and certainly for 
staying the leader in this business.” 
(Example: it’s understood that well 
over half of all business today comes 
from brands introduced since the 
war.) 

A listing of P&G’s research facili- 
ties is offered in the financial story 
(page 54) in this issue. The most re- 
cent example of how research pays 
off and at the same time benefits the 
consumer is the company’s new tooth- 
paste, Crest, which, surprisingly 
enough, has been on the market since 
1955. It was endorsed as a decay- 
preventer by the American Dental 
Association this year. 

But the development of Crest actu- 
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ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICATO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=I 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 


MICHAEL M. SILLERMAN. EXEC.VP ti 
PROGRAMS FOR TELEVISION. INC. [) | 
1150 6TH AVE.,W. Y.36 YU6-3650 
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ally began back in the early °40s 
when it became known that fluoride 
in drinking water helped teeth. P&G 
immediately initiated research into 
the use of fluorides in dentrifices. 
When it was learned that Dr. Joseph 
Muhler of Indiana University had 
been working with fluorides for sev- 
eral years, the company gave I.U. a 
grant to continue research work and 
relate it to dental pastes. Stannous, 
or tin fluoride, was found compatible. 
The Indiana University Foundation 
has the patent on the formula, which 
is licensed to P&G in return for royal- 
ties on Crest sales. 


Growth Continues 


Expansion of facilities was stepped 
up after the war. The company had 
made its major overseas move in 
1930 by acquiring controlling interest 
in Thomas Hedley & Co., Ltd., New- 
castle-upon-Tyne, England, and a 
year later acquired a plant in Havana 
(which was quickly disposed of fol- 
lowing the emergence of Fidel 
Castro). Domestically, manufactur- 
ing units in Baltimore, Chicago, 
Portsmouth, Dayton and Quincy had 
been opened to complement earlier 
ones in Kansas City, Staten Island, 
N.Y., and Macon. In 1945 Spic and 
Span Products in Saginaw was ac- 
quired, and this was followed by still 
other acquisitions noted in the 
financial article. 

The 1957 purchase of the Clorox 
Chemical Co., contested by the FTC, 
actually followed two other similar 
purchases (W. T. Young Foods of 
Lexington, Ky., and Duncan Hines) 
which were not disputed. In the 
Clorox purchase the FTC is con- 
cerned for the welfare of other liquid- 
bleach producers, but its argument is 


the 


around 


not customary centered 


like 


forces to restrict trade. Its reasons 


one 
two interests joining 
for asking for divestiture are based 
on P&G’s ability—its marketing and 
advertising ability. 

It seems only inevitable that such 
an important issue (to oversimplify 
a principle involved: do effective ad- 
vertising and marketing tend to re- 
strict trade?) has 
connection with P&G, and it seems 
only natural that P&G answer it. The 


been raised in 





FTC set a deadline of Nov. 4 for fil- 
ing of briefs, after which the full 
commission will hear arguments. 
Commission attorney William R. 
Tincher will argue that Clorox al- 
ready has 48 per cent of the bleach 
market and that P&G’s marketing 
ability will tend to lessen competi- 
tion; P&G will argue, in the words of 
Mr. Morgens, that advertising “forces 
one to be competitive.” The decision 
will affect all large advertisers (all 
competent ones, at any rate) who 
wish to move into a new field by 
acquiring an existing company. 

And what is the dollars-and-cents 
value of advertising to the consumer? 
President Morgens has offered a 
three-point answer: it brings about 
savings in manufacturing costs, it 
brings about savings in other types 
of distribution costs, and it brings 
about savings in buying and financ- 
ing. “Time and again in our own 
company, we have seen the start of 
advertising on a new type of product 
result in savings that are consider- 
ably greater than the entire adver- 
tising cost. When we consider all 
types of production costs, all types 
of distribution costs, and all other 
operating costs, the use of advertis- 
ing clearly results in lower prices to 
the public.” 

Separate articles covering four dif- 
ferent aspects of the company’s oper- 
ation are offered in this issue, and it 
is hoped that to some degree they 
illuminate the colossus that is P&G. 
Now that it is rumored to be ready 
to move into the food field with 
coffees and gelatins, its growth may be 
astronomical. 

P&G, billion-dollar 


baby, will be an even bigger market- 


tclevision’s 


ing force in the ’60s. 


|_ [#5 time fo roll up your sleeve... 
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In the picture 


Clayton G. Going (1.) and Charles P. Murphy (r.), both 
of whom work in account-servicing capacities in regional offices 
of BBDO, have been named vice presidents of the agency. Mr. 
Going, who taught advertising at the University of San Francisco, 
joined BBDO in 1949; originally in the New York office, he was 
transferred to San Francisco in °51 and to Los Angeles three 
years ago. Mr. Murphy went with BBDO in New York as an 
assistant account executive in 1952 and was appointed an account 
executive in °55. He was transferred to Detroit in April 1959 
and is now an account supervisor in the Pittsburgh office. 





Elecied to vice presidencies at Benton & Bowles, Inc., are 
Gunnard Faulk (1.) and Gene Federico (r.); both of them 
are art group heads. Mr. Faulk joined B&B in 1952 as an art 
director, becoming an art group head in °57; previously he was 
an art director with Grey Advertising and Federal Advertising. 
Mr. Federico went with B&B in 1959 as an art group head after 
art-director posts with Douglas D. Simon Advertising and Doyle 
Dane Bernbach. Both Mr. Faulk and Mr. Federico are graduates 
of Pratt Institute and members of the Art Directors Club of New 
York; Mr. Federico was 1959-60 design-committee chairman. 





Three art directors—Max D. Johnson (I.), 
Arnold Nodiff (c.) and Beverley G. Ellis (r.) 

-have been advanced to vice president at Lennen 
& Newell, Inc. Art directors on the P. Lorillard 
account, Mr. Johnson and Mr. Nodiff joined L&N 
in November 1957 and March 1958, respectively, 
coming from J. Walter Thompson and Kenyon & 
Eckhardt, again respectively. Mr. Ellis, formerly an 
art director with Geyer, Newell & Ganger, came to 
Lennen & Newell in June of 1952. 








Bruce M. Dodge has been named executive vice president of North Advertising, Inc. 
in charge of the New York office, it has been announced by Bert Goldsmith, North's 
board chairman, and Don Nathanson, president of the agency. In addition to Mr. Nathan- 
son, both Messrs. Goldsmith and Dodge are principal stockholders in North. Mr. Dodge 
was a founding officer of the Chicago agency when it commenced operations five years 
ago. Before joining the $15-million organization he was vice president of Weiss & Geller, 
in charge of that agency’s tv-radio department. Prior to this he was director of the tv- 
radio department for Kenyon & Eckhardt, where he produced such programs as The Ed 
Sullivan Show and the Victor Borge specials. Mr. Dodge began his career in broadcast 
advertising as a radio producer for the now defunct Biow Co. 


























































Three women copy group heads at the J. Walter 
Thompson Co. have been elected vice presidents of 
the agency: Ruth Downing (|.), Helen Klintrup 
(c.) and Harriet Rex (r.). Miss Downing, start- 
ing as a secretary at JWT, initially bought radio 
time and was transferred to copywriting. Miss 
Klintrup was with Newell-Emmett and Benton & 
Bowles before joining Thompson four years ago. 
Miss Rex majored in advertising at college and 
began her career as a cub copywriter at JWT. 
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ELECTED! 





KROC-TV, Rochester, Minnesota. 


KROC-TV wins every election hands 
down. As a matter of fact, 70% of 
the audience regularly votes for 
KROC-TV sign-on to sign-off, accord- 
ing to ARB. 


KROC-TV is the overwhelming choice 
of advertisers who are interested in 
moving merchandise in the fastest 
growing metropolitan market in Min- 
nesota. 


You can get full details on how the 
electorate in this market can rack 
up sales for you. Just call Venard, 
Rintoul & McConnell, Inc. today. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 


Network Representative Elisabeth Beckjorden 
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We find 


that television is at the bottom of 


Television test pattern: 
many designs patterned for what a 
lot of America sits on. 

We read that 
facturing executive claims that tv 
need for 


one fabric manu- 


viewing has created a 
bulkier 


broader, more comfortable sofas and 


seating pieces again— 
chairs, with wider arms. The arms 
are, in fact, wide enough so that they 
can be sat Because of this 
heftier styling, and, too, the fact that 
today’s homes are smaller, the fabric 


upon. 


designs have to do something to 
lessen the bulky look of the furni- 
ture. Hence, the importance of the 
patterns and multi-color weaves, 
which tend to break up the weighty 
appearance of the larger pieces and 
make them more appealing to the 
eye. 

The word for television viewers is 
that they will be sitting on more and 
more leaf, floral and abstract pat- 
terns. 

If the fabric people take this tele- 
vision influence too literally, we may 
end up sitting on cactus. 

* & - 

One for the books: The New York 
Herald Tribune tells us that the latest 
the smart 
include 
“bookcase-patterned wallpaper.” 

The newspaper ran a photograph 


. > 
showing one wall of a young exec’s 


touch young executive 


must in his apartment is 


dining area covered from floor to 
ceiling with simulated bookshelf wall- 
paper, creating the impression that 
every shelf was crowded with books. 

We think it’s a swell idea for a 
television motif, but for young and 
old executives alike. Of course, with 
the way things are in tv, you'd have 
to buy your wallpaper with options 
and a guarantee against cancellations. 

* % * 

This year’s Presidential election, 
dominated as it certainly is by the 
television debates between Messrs. 
Kennedy and Nixon, may be re- 
corded in history as the one which 
was decided by the television make- 
up artists. 


Since the first debate, in which 
Vice President Nixon was given the 
short end of the make-up stick, a 
major, if not the major, concern has 
been on how each candidate looks 
on screen. And no one is more sensi- 
tive to this than the candidates. 

In fact, Mr. Nixon, recently in 
Hollywood to tape some tv shows, 
ran into a tv star. “How come,” the 
candidate asked the 
Emmy candidate, “you look like 


yourself with make-up and I don’t?” 
* * e 


Republican 


Apropos of Mr. Nixon’s concern 
about his make-up, we ourselves ran 
into something recently that might 
have changed the whole course of 
events, make-up-wise, on the cam- 
paign. It is a Space Tele-Make-Up 
Console, which electronically as well 
as politically is a wow of an idea. 

The Console is a large, steel- 
framed make-up table which is com- 
plete in every detail except for open- 
ing-night telegrams on the face oj 
the mirror. And secreted in the mir- 
ror is a television camera and below 
it a monitor so that the performer 
can make up for the camera and not 
the mirror. 

When we first saw it we immedi- 
ately suggested to the spokesman for 
the manufacturer—his name is Art 
Barnett, and he used to toil for NBC 
—that the Console was a natural for 
situations such as the one in the first 
debate that resulted in Mr. Nixon 
looking wan and worn. Why didn't 
you offer it to Mr. Nixon? we asked 
Mr. Barnett. 

Mr. Barnett, himself looking wan 
and worn—it seems that he had been 
offered that same suggestion again, 
again, and again—told us that he 
wanted to do just that. “But then,” 
he said, “we were afraid we'd run 
into the equal-time problem. We'd 
have to give a Console to Mr. Ken- 
nedy, not to mention the Prohibition 
candidate and Single-Tax man and 
so on and so on. We decided to wait 
until after Nov. 8, and then send one 
to the White House.” 

How about one to David Susskind? 
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